POWER FILLER 


High Production Filling of Containers 
ead Ice Cream Bar Molds of All Types 


The edvanced features of this Model 106 make u an all 
purpose ice cream Gilling machine capable of handling 
any &lling problem, at « high rate of speed, using eather 
of comtineous frozen me cream. 


All parts that Come in contact with ice cream are made of 
stainless steel of nickel silver 


The Anderson gear pump method of measuring the ice 
cream makes « possible co quickly rearrange gears and 
spacers to form different pump combinations, When 
filing bar molds, fowr cavities are Glled at one time and 
a set of fowr pump gears are used. The smooth gente 
action of the gear pumps insures original overrun and 
texture of the ice cream in the foished package. The 
pump can be completely disassembled in a few seconds 
by loosening two wing 


Interchangeable nozzle places held in place by four wing 
nuts are avasiatle for all standard hlling operations 
special morzle plates available on application 


In illustratvon at right Piller is shown tlling four bar 
mold cavities at one time. Lp to 400 molds of 9600 bars 
are blied per hour 


Model No. 106 


VARIEGATED ICE CREAM Two FLAVORS 


(ene Meeped Mopper 


FLAVORS 


Hopper Divides Hopper 
lo Sections 


this Handy Coupon for Quick Information 


ANDERSON BROS. MFC. CO., ROCKFORD. ILLINOIS 
Please Send Bulletin No. 9-2 


Center Divider Hopper 
le Sexteons 
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With the flip of a finger, Kelvinator’s amazing new large compartment . .. gives quicker access to a variety 

“double-the-width™ lids can be opened from side-to- of flavors... steps up fountain service and sales. Your 

side as shown at left .. . or from the end as shown at dealers will appreciate this Kelvinator EXCLUSIVE 
. right. This allows easy reaching into any part of the FEATURE! 


You get More of the 
Features your dealers 
want Most— 

in KELVINATOR! 


Model for model, you can't beat Kelvinator 
calunets for maximum capectty per square 
foot of loo space! Then add these values, 
operating enemy than ever, 
eauer handling of your product in the stare, 
peak protection lor your ice cream through 
Kelvimator's use of the finest materiale and 
workmanship. 

Best of all, the extra measure of rugged 
dependatulity walt into every Kelvinator 
pute you at case. You khaow you're right in 
pecking Kelvinator — pioneer designer and 
brokder of low-temperature cabinets for the 
ioe cream industry. 


speed s 


bor full information, see your Kelvinator 
representative of write to the lee Cream 
Division, Nash-Kelvinatar Cor. 
poration, Detrost 32, Michigan. 
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"JO10's” TRIPLE-BARRELED ADVERTISING 
and promotion program for ‘51 brings you 
THREE TIMES THE PENETRATION into your market, 
THREE TIMES THE IMPACT on your customers, 
te help you sell more and more and more! 
Let us tell you about it at Atlantic City... we'll be in Room B. 


Twin Popsicle’ Fudgsicie’ Creamsicie” 
Dreamsicie’’ Ice Cream. 


SIC iE OOTAMEICLE. end “CREAMSICLE” ore registered trade merts of the Lewe Corporation, Y. 


JOE LOWE CORPORATION 


ANGELES 
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EFRIGERATED partitions separate all compartments in the 1950 Savage 

ice Crear Cabinets. No need for excessive compressor running time 
to maintain uniformly low temperatures—and that means big savings on 
electricity. The compressor is hermetically sealed, and pulls out for easy, 
low-cost maintenance. Your servicing costs stay down, too, thanks to the 
extra-large capacity of Savage cabinets. The new 1950 models now hold 
10% to 30% more bulk ice cream than ever before! Your route men make 
fewer stops, with bigger deliveries per stop. For economy, for efficiency, 
for business-building beauty--these fine 1950 Savage Ice Cream Cabinets 
are without equal in the industry. See for yourself. Write today for litera- 
ture. Savage Arms Corporation, Refrigeration Division, Utica 1, New York. 


is the Buy! 


of een 


Hermeticeily 


copacity:; 10 to Entre strong atletee! cobsnet con Glistening white lids of dur 
Me weed te were of rot. Corners te 
Refrigerated partition: between Undorm temperatures of moisture. Boch cobine! 
edditione! accessories of dower ends or brick) of caval permonent ew end mow 
tap and wdes weer Hermeteaily secied 


— 


VU. Pot 


a 


Picked at the “PEAR OF KIPENESS” end processed 
ander the moet cracting laboratory control «ith pare 
erenaleted suger te top quality dry pack. ALL. 
PRLITS ARP C1 ARANTEED. 


fruit with that 
“fresh from the trees 
flaver™ sealed in br quick 


(Vitamin added. 
Available in the fellew- 
ing vartetion White Belle 
er Yetllew Etherta 
halved, sliced, diced 
or pureed — in 
pound tine or 10 
pound clabe. 


STRAWBERRIES 


“terede berrice with that “fresh 
picked™ flavor, quick frozen in 
our spotless, completely stain- 
steel equipped 
Rapert help ender constant 
eritica!l supervision a-- 
sures Minimum meoteture 
content and yeast mold 
and becteria count. 
Whole of sliced in 
30 peund cans 
er 10 pound 

slabe. 


We shee Fresh Preven diced Red end Blech Reapberrics 

Alee Reve! end Red Mareschine Type 
Lemon ead Lime Ice 


hee corned by te CLALIT Y ter 80 wears 


SEE US AT BOOTH 437 — ATLANTIC CITY 


Florida 


A new we cream manufacturing frm made us debut recently nm 
| Se. Peversburg. Grey's Inc. founded by brothers Richard and 
Harold, opened for business at 1233 Central Avenue. The com 
pany will wholesale ts we cream to Se. Petersburg dealers and 
to outlets um nearby localities 


Mississippi 

An we cream store, owned by Vernon N. Breeland and L. 
Tronjo, both of Orange, Texas, opened recently mm Bilom. The 
store measures thirty by eighteen feet, and represents a $12,000 


investment in property and equipment. The store is located an 
the corner of West Beach and Fayard Screet 


New York 

The business of Hal! Ice Cream Company of Binghamton has 
been acquired by Clowerdale Farms Company, Inc. Robert E 
Minthorn, President of the purchasing frm, disclosed that the 
Hall accounts and retail storage cabinets comprised the bulk of 
the purchase. The purchase was made from the estate of the 
late Julius D. Hodskin, who owned the we cream concern at the 
time of his death in April, 1949. The Hall mame will be dis- 
connnued. 


Oklahoma 


Braden’s Dairy in Elk City has added an we cream department 
In addition to standard bulk and packaged products, the firm 
will merchandise the Joe Lowe line of nowelnes, as well as ie 
cream sandwiches and other wanenes. Dhstribumon will be made 
un Elk City and surrounding areas. An open house to mark the 
opening of the new dairy section was held recently by the Braden 


Dairy 


Texas 


Plans have been announced for the construction of a new 
and modern we cream plant to be built in El Campo at a cost of 
$200,000. The announcement was made by officials of the Phenix 
Dairy of Houston, which owns the Phenu-El Campo Creamery 
Company. The plant will be located on West Jackson Avenue. 
The entire building will be of concrete and tile, with brick facing 
The present ice cream plant on West Monsarette Avenue will be 
abandoned when the new building ws completed 


The Sabine Valley lee Cream Company has opened a second 
«we cream store in the downtown section of Greenville at the 
corner of Lee and King Sereets. The firm is owned by George 
Benbrook who established the business in 1946. 

lee cream and other daury products will be manufactured and 
tearured at the new $250,000 plant of Wholesome Dairy, inc. 
which held ims grand opening recently at 6982 Alemeda Avenue in 
El Paso. The frm teatures Freuta brand we cream. Owners are 
Lazar and Lilhan Koplow: 
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90 t0 110 


@ Retailers like the uniform serving, 


Packages 
per minute 


EASY TO OPEN 


instant use. in eoch pockage. 


FOUNTAIN 
MARKET 


with no dipping ond no waste. 


you can market ie cream m 
N 0 Ww tast-selling small packages, for 
additional sales through new outlets. Oper- 
ating at high speed, Pure-Pak Model SP 
produces small packages in a fraction of 
a second, automatically. Each package con- 
tains an accurate measure of your choice 
in size, style and flavor, thus eliminating 
waste in both manufacturing and retailing. 
Proven by packaging and marketing tests 
in leading plants, this Ex-Cell-O built, 
precision machine offers you an excep- 
tional opportunity for building up new 
profits in a rich }-way market 


JUVENILE 
MARKET 


@ A lucrative source for sales of ice cream in 
pockoges. Children like the wey these pockeges ore 
opened, and the hondy little spoon for eating 


NEW PURE-PAK 


TICE CREAM 


PACKAGING MACHINE 


EASY TO USE 


@ lhe these individual, 


hendy pecheges so easy to vee. 


Be the fret in your city to offer these new, casy- ; MAIL COUP Oh 


to-use individual packages of ke cream-—( with 


spoon, 4 to 6 os, without spoon, 4.2 to 6 az.) 
Cash in on the juvenile, fountain and home mar. 
kets. Now in production, Model SP is available 
on an attractive lease-rental plan, of outright 
purchase. Write today. 


Pure-Pak Division 
EX-CELL-O CORPORATION 
32, MICHIGAN, U.S.A. 


| PURE-PAK DIVISION, DETROIT 32. MICH. 


machine for cartons of smell pechege sites 


Name 
Address 
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AUTOMATIC 


~ 
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Michaels 


W PRE-PACKED BA 


Guarantees 
Measured Flavor 


for your mix tank, 
continuous freezers, 
flavor tanks, or for 
vse in pasteurizers 


Michael's powdered vanilla flavorings 
are now available in sturdy, sanitary 
bags pre-measured in amounts to 
suit your individual batches. This in- 
nevation is a tremendous advantage for 
Michael customers, giving them absolute cer- 
tainty that every batch has flavor uniformity. 


Our PRE-PACKED bhag—made of poly- 
ethylene —offers many other helpful 
features; among them .. . 


elimination of guesswork with formulas 
e speedier operations 


e deantiness 
Gvords waste 
e witable for oll commercial size botches 
e gives better inventory control 

e momture-proof, crock-proof, split-proof 


e hermetically sealed 
; e keeps vonilia flavorings fresh indefinitely 


Micheect's PRE-PACK ED reach vou 
in partitioned cartens bound «with metal 
straps for convenience and durability. 
Packaging ie charged for at cost. 


Other Veniile Products by 
Michoe! for Specie! 


TRUE VANELA SUGAR 
tor custom mode «<e cream 


tor popvlor priced 
cream 


TITAN tor wee 


DAVID MICHAEL & CO., incorporated 


Holf a Century in the Flavoring Field 
3743-63 D STREET - PHILADELPHIA 24, PA, 


For further information and prices see our representative or write direct 
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YOUR ICE CREAM MIX IN “C" SPRAY PASTEURIZER 


Therevgh end gentie 


spray heating system assures 
| ( \ () | tevrization with low water 
temperature Aveilable with 


potented Sentinel Centre! 
Sizes 200 end 300 gallons 


fer all-purpose storage. 
fully insulated Steintess stee! 
lining end egiteter Brine or 


direct expansion cooling is 


Cherry-Burrell superiority of design. construction, 
and sanitation can be of great advantage to you 

as it has proved to be in so many smal] and 
large ice cream plants. Research and many years 
of practical experience combine with fine crafts 
manship to produce features that mean important 
savings... help you set new standards for uni- 
form quality ... gain greater consumer acceptance 
of your ice cream. Here's why Cherry Burrell! vats 
can be important to you: 


Design 


lor ke cream mix operations. Correct agitation. fast 
heating to mix pasteurizing temperature. Efficient 
cooling when required. 


Superior Construction 


Streamlined simplicity. sturdy all welded construc 
tion. Rounded contours and treedraining surfaces. 
Many other features worth investigating 


Superior Senitetion 


Smooth. alietainiess interiors are easy to keep at 
peak sanitation. Stuffing boxes. rotary seals. and other 
deterrents to sanitation are completely eliminated 


Let your Cherry Burrell representative show you how 
one of the units shown here can help you make important 
savings and improve product quality. 


CHERRY -BURRELL CORPORATION 
Generel Seles ond Executive Office 

427 W. Randolph Street, Chicago 6, Hlinois 
Milt ond food Plent ond Supplies 


models. 50 and 1 
FACTORIES, WAREHOUSES BRANCHES OFFICES j 00-galion 
AT YOUR SERVICE Se CITIES sizes 


dolly chassis or stationery 


‘ 
poddle agitation plus efficient 
; 
> 
3 evellable Guilt in 300. 500. 
600 end 1000-gelion sizes We 
¥ 
and frozen cream 300 te 1000 
flever end syrup tenk in 
he 
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Wherever refrigeration or air conditioning is needed — 


Profit From The Same Quality Thats Made 
igidaire Cream Cabinets Famous 


Seif Contained Air Conditioners 


te aie 
yew plant and feta! 


st.tes 


Milt Coolers 


3te 12 lO-galien came. type 


Meter Miser Compressors 
tyiw writ wee 


tected by a > Year Warranty. 


Window Mode! Au Conditioners 


wien! foe offen. Thew re 
quickiy are perwereri fry the 
thrifty Meter 


Bever age Coolers lesagned 


W ty 
& Wide range of 
Remote types, amd 


peewerect bby Meter Moser 


Reciprocating Compressors 
trouhie-iree and dependable (aru 
from HP to 25 HP Truck 
tram HP. to HP 


You get beat return on equipment investment when vou 


choose Frogedaire ' Exnpenence with Frigidaire Ice Cream 
Cabinets and Zero Sell.Servers has proved the pomt 
again and agai to leadimg we cream manufacturers the 


nation over. That's why more and more of these leaders 
keok to FProgedaire to supply eff of thei refrigeration and 
air needs —for pient, office and dairy stores, 


Dascover tar woureelf how Frigidaire refrigeration and 
alr can help you cut costa, increase sales and 
profits. Call the Frogedawe Distributor or Factory Branch 


that serves yor 


10 


write Frundaire of Ceneral 
Motors, Dayton 1, In Canada, Lease 12, Ont. 


Display Cases dawy and 


delim atessen cases like the ane 
here emmartiy aell-aeryv Comes, 


am! many Ot bers 


Water Cooters 


ar! 


bottle. ores 
tank type a well 
as Neavy «haty tchestrial meexiels 


wy types to meet every nee 


Reach-in Refrigerators 
arr and ice-making coolima units 
door muxiele available Powered 
by Meter-Miuer. 17 to 62 cu. 


Over 400 Frigidaire commercial retrigeration and air conditioning 
products . mest complete line in the industry. 
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Bigger 


Volume 
Bulk Sales... 


Choose trom BLOOMER’S 
FULL LINE of 
HALF-GALLON PACKAGES 


Protection of ice cream in storage 
is much better with our special 
and different paraffining treatment 


One of these top-quality packages will work well 
for you, and will please your customers. Excellent stock, 
carefully engineered, processed to rigid standards 
of precision, gives you a package that will work well io 


your plant. And their attractive appearance 


and ease in use make strong appeals to the consumer. 


You yourself can judge their quality best. We'll be glad te send you samples. 
the 
ATLANTIC CITY—~OCTOBER 16-21 NEWARK 
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AMERICAN BREDDO 
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ike Schaefer Ice Cream 


Schaefer 
really builds 
gallonage 
for me 
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SEPTEMBER Inn, Wheeeface, New York; 


43rd Annual Conwention of the Amocsstion of Ice Cream 
Manufacturers of New York Scare 

SEPTEMBER Forte Des Momes, lowa; Annual 
Convention of the Awaciation of lee Cream Manutacturers 
and the lowa Milk Dealers Assoctanon 

SEPTEMBER 20-NOVEMBER semester of 19° 
Winter Course Dairy Manufacturing at the Univerety of 
W Madison 

OCTOBER Patterson, Bumarck, North Dakora; 
Annual Conmvennon of the North Dakota Dairy Industries 

OCTOBER 10-12-—Hotel Mayflower, Washington, D. C.; 17th 


Annual Convention of the National Asoamation of Retail Ice 
Cream Manufacturers 


OCTOBER City, New Jersey; 17th Dairy 


Industries Exposimon, staged by the Dairy Industries Supply 
_ 
vat hewn 


OCTOBER City, New Jersey; 46th Annual 


Canvention of of lee Cream 


Manutacturers 


OCTOBER Chelsea, Atlantic City, New Jersey; 
Annual Convention of the National Ice Cream Mix Asso- 


the Internationa! 


The first packaged sundae 


stomert demand for 4 clean, high- 
cu 


TROUBLE-FREE, AUT 
SUN-D-CUPS show consistently — 

fast, clean operation af speeds 

as high as 8° dozen cups pet 


perso hour. 
by dows aver ane ” 
yee preps E xpi SUN-D-CU * 
Extracts 
Fruits, Flavens, e™ 
"Quality . NEW JERSEY | 
New York S# Offer - 
tt 


irements of FAST, 
OMATIC pRODUCT 


OCTOBER Vermont; 29th Annual Con 
ference for Dairy Plant Operators and Milk at 
the University of Vermont and State Agricultural College 

NOVEMBER &8.9—Hiote! Commmental, Kansas City, Missours, 
Annual Convention of the Minwur: lee Cream and Milk 


Instotute 
NOVEMBER Hose, Chicago; Convennon and 
of the Nanonal Automat: Merchandising Asocanon 
NOVEMBER 14-15—-Hocel Wand, Aberdeen, South Dakota; 
Annus! Convention of the South Dakota Dairy Assomanon 
NOVEMBER 15.17 Lubbock, Texas; 2nd Annual Dairy 
Manutacturers Short Course at Texas Technological College 
NOVEMBER King Edward, Toronto, Ontarw, 
Canada; 34th Annual Conwennon of the Ontario Association 
of lee Cream Manufacturers 
DECEMBER 4.7 Schroeder, Milwaukee, Wisconsin: 
Annual Convention of the Wisconmun Association of Ice Cream 
Manufacturers 
DECEMBER 4.7 —-Fioce! Palm Beach Biltmore, Palm Beach, 
Florida; Annual Convention of the Southern Associanon of 
lee Cream Manutacturers. 
DECEMBER 11-13—~Hotel Morrison, Chicago; 1950 Conven 
nan of the [hmow Dairy Products Association. 
JANUARY 5-6—Horte!l Sherman. Chicago; Annual Conven- 
non of the Dairy Queen National Trade Association 
JANUARY Jung, New Orleans, Louisiana; An. 
nual Convention of the Louimana Dairy Products Association 
JANUARY 24.26——Hote! Carolina, Pinehurst, North Carolina; 


Annual Convennon of the North Carolma Dairy Products 
Association. 
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VANILLA 
MATHEMATICS 


IF these four cubes were dice, it would Hq 
require quite a bit of figuring to determine how 


many different combinations you could moke. 


But here they represent our four Vanillas—Pures, 
Blends, Concentrates and Powders—and as there ore | 

several varieties of each, and each variety 

can be divided into any desired fraction, it is easy to 

see the great number of different formulas 

we can make. ‘Vanilla Mathematics” we call it. 


Different products require different vanillas to bring 
out their best flavor, and our specialists hove 

won their reputation of being able to find 

the right vanilla for any given product becouse 
they hove all four Vanillas to work with 

and the experience necessary to combine them. 


| 
| 


If you have a Vanilla problem, we will 


be glad to tackle it and solve it. 
PURES 
anilla Laboratories, Inc. BLENDS 
CONCENTRATES 
Rechester, N.Y. POWDERS 
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TOPIC OF THE MONTH 


SELLING FEATURES 


Mass Selling and Shopping 


Let's Look at the Food 
Store 


Shoppers Have “Open Minds” 
ice Cream Seeks a Mate 
High on Self-Service 

Super Market: Super Outlet! 


Finke's Grows 

No More Guesswork 

Cow Bell Stops Them 

Q's and A's on Vending 
Goldenrod Does It This Way 
Bard's Does It Again! 

The Dairy Goes to School 
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@ Dariloid or Dricoid in your mix assures 
ice cream that has a Natural Body... 
smooth and firm and entirely free 


of any trace of gummy stickiness. 


With Dariloid or Dricoid you get ice cream 
that’s “cooler-tasting” and refreshing — 


the kind that consumers prefer. 


More ice cream is stabilized by Dariloid and Dricoid 


than by any other stabilizer or stabilizer-emulsifer. 


products of 


20 N. Wacker Drive 3! Nossou Street 


Coble Addrew Keicocigin New Yort 


530 West Siath S 
CHICAGO 6 NEW YORK 5 LOS ANGELES 14 


arilo 
Dariloid X 
Dricoid* 
Dricoid X 


Stabilizers and stabilizer-emulsifiers 
to meet all plant requirements. 
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CE cream manufacturers, we are told, frequently dis- 
meer their salesmen from visiting super markets, or, 

for that matter, the grocery held, because they do not 
consider such stores as likely outlets for their products. 
We hope that these reports are untruc, because we cannot 
see how anyone today can be unaware of the great revolu- 
tion which has taken place in the held of food distribunion 

namely, the ascendancy in mass retailing of the super 
market 

We do know, however, that some ice cream manu- 
facturers have been hesitant about exploiting the full 
potentialities of this type of outlet for we cream sales. 
This hesitancy, we are told, is due to several considerations, 
among them such factors as: insufheent knowledge of 
ads arces made by food stores in ke cream sales; unawar©e- 
ness of the experience of the manufacturer in other lines 


in gaining volume through the super markets; how shoppers 


BY M 
Editor 


M. ZIMMERMAN 


Super Market Merchandising 
New York City 


react to sales of ice cream in the super market; and fear 
of weakening old accounts in developing the newer outlets. 

I should like to take up each of these considerations in 
turn in the hope of clarifying any misconceptions that may 


now deter manufacturers from formulating an afhrmative 
policy toward food stores as ice cream outlets. 


Viet A Super Market 


It I were an ice cream manufacturer, the first thing | 
would do is get into my car and visit some of the super 
markets in my own community. Let us see what the ice 
cream manufacturer's investigation will show. First of all, 
he will find thar thousands of customers are shopping in 
these markets. The average super market attracts around 
8,000 customers a week, and the exceptional super market 
will draw as high as 30,000, 40,000 and even as many as 
50,000 customers a week. 

He cannot help but compare this amount of trafhe with 
the kind of movement he finds in some of his other outlets 

such as the drug store, the confectionery store, or the 
delicatessen and ice The super market's 
nearest competitor in trafhe, the drug store, will draw 
about 2,500 ro 3,000 customers per week. 

He will be turther amazed to learn that this average 


cream stores. 
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ice cream sales 


when you blend with 


Ice cream manufacturers all over the country are 
building sales by blending their own vanilla ice cream 
with Ready-To-Lse Ripple Sauces. They're running 


BUTTERSCOTCH RIPPLE 
MARSHMALLOW RIPPLE 
STRAWBERRY RIPPLE 
ORANGE- PINEAPPLE 
PURE MAPLE RIPPLE 
BLACK-RASPBERRY 
PINEAPPLE RIPPLE 
CARAMEL RIPPLE 
CHERRY RIPPLE 


WONDERFUL FEATURE 
FOR FALL! 


Fudge Ripple as a basic flavor all year around, and FUDGE RIPPLE 
featuring monthly specials from our eleven fast-selling PEACH RIPPLE 
flavors. 
Remember .. . all Ripple Sauces are simple to usejust cool and pump 
into ice cream as it leaves the freeser. And .. . all are triple-purpose: for use 


as Ripples, for flavoring ice cream, and far making SUNDAE CUPS (just 


pour from the pail and use). 


Start now by sending for our free advertising streamen, 


BALCH FLAVOR Company 


we ll imprint them with your own neme or tedemerk 


50-1. pol PUDGE Ripple 
.. path Betterscote® Bippic 
of veriegeted ice creams, wech a: help on better pails Chasry Sense 
tribeton in ertive: bulb pecheges help in selecting pals Grange 
the best type of equipment, jest ack. Our leboretory 
experts well gledly eny problem you might have Mente Gene 


In CANADA, A. J. Campbell Co.. 207 Queens Geay, Teronte 50-4», pois Pure Maple Ripple 


Oa WEST COAST, Warehouse, at 1855 Industrial, Les Angeles 
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1301 Adams, Pittsburgh 33, Pa. Send the fottowing. 


pee cans of 4 


... Cases Ma 100m 9.75 
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Cases Me. 10 dns 11.25 
Cases Me. 10 tes 14.50 
Cases Me. 10 tne 1575 
Cases Mo. 10 tee 11.25 
Mo, 10 tee 12.75 
Me. 10 15.00 
Cases Me. 10 tee 10.50 
Cases Mo. 10 tes 1275 
Cases Me. 10 1075 
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super market sells about $12,000 tw $15,000 worth of food 
every week and that its annual volume approximates 
$650,000. This compares to around $65,000 to $70,000 
average annual volume for drug stores. 

ble will learn that there are 15,000 super markets across 
the country; while these represent less than 4.0 per cent 
of all retail food stores in the United States, they never- 
theless control between 40 per cent and 45 per cent of the 
$24.1 billion grocery and combination store business tor 
the nation. This means that this well-organized, highly- 
efheient industry accounts for between $9 billion to $10 
iulhon a vear in sales 


Large trafhe plus large unit purchases and frequency of 
visits explain why sales are so tremendous in this industry. 
For the super market customer makes more visits to her 
foad store than she does to any other type of outlet. A 
survey made this year by Batten, Barton, Durstine & 
Osborn, Inc., reveals that 29.1 per cent of housewives vise 
the food store daily; 31.2 per cent, three or four times 
weekly; 36.5 per cent, one or two times weekly and 3.2 
per cent less trequently In contrast to this, let us see 
how often she visits her drug store 

Daily visits to the drug store are made by only 3.1 per 
cent of the housewives with 10.9 per cent coming to the 
drug store three or four times a week; 390 per cent one 
or two times a week, and 47.0 per cent less frequently 
Number of wisits are made with even less frequency in 
variety, hardware and department stores 

Ir ws against thé background of these statistics that the 
we cream manufacturer should study figures released by 
the American Dairy Associaton quite recentiy which show 
On the 
trasis ot personal interviews, if was discowered that 


where wamen themselves preter to buy ice cream 


10.6 per cent of the comsumers buy their ice cream im a 
drug store; 29.3 per cent in a tood store; 12.9 per cent im 


TIE-IN SALES wewelly prove bighty 
wwper maertets, from the stendpoiet of beth 
the cream merwtecturer aed the grocery 
store epereter. Stetisticse verifying tha point 
eccompery thie article. One combieetion da 
pley thet helps sof co cream end releted 
ers feetures the “Mabe Your Own Sundaes” 
ides. Teo binds of ico cream are served with 
variety of cooties, plus pecens, marshmellow 
creme, ond other wadee toppings. The con- 
sumer con select the “trimmings from 
one shell end « brief to the ice cream 
caberet completes the dessert shopping. 


the confectionery store; 12.5 per cent in the ice cream 
store; 9.7 per cent, delicatessen; 2.0 in the dairy; 0.3 in 
the restaurant; 0.2 in the cigar store. 

This data simply cells where a housewife is accustomed 
to buy her ice cream, bur it is to the food store that she 
makes most of her visits every week, with the likelihood, 
therefore, that she may buy more ice cream there. What 
is more, super markets, through their self-service mer- 
chandising methods, can capitalize readily on the house 
wite’s impulse to buy. 

Let the manufacturer visit the food store's ice cream 
department, for example. There he will see self-service, 
open refrigerated cases with mass displays of ice cream 
in cartons, ready to be put into insulated bags and taken 
home to be stored in the freezing compartment until ready 
to be served. 

The super market has shown all segments of retail dis- 
tribution that the best and most profitable way to sell food 
products is to display them wheie the customers can see 


them, handle them and buy them-——whar is called “sight 


and touch” selling. This is most important to ice cream, 
because a du Pont survey just released shows that almost 
60 per cent of all ice cream purchases are not planned by 


the housewife before she enters the store. That is why 
it is so necessary that ice creain be displayed in open 
cabinets where the customer is sure not to miss it. 

The manufacturer will be pleased to look into the 
cabinet and find packaged ice cream under his own name, 
so thet brand identity will be buile up in the customer's 
mind, insuring repeat sales from a loyal customer follow. 
ing. This is an opportunity that the manufacturer has 
long desired to establish. This kind of advantage is not 
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keystone 


to future 
sales... 


Like the keystone thar 
supports the mossve arch 
the stobslizer you choose is 


small port of the whole, yet plcys o 
tremendously important role For the future 


sales of your ice cream depend, in great meos 
vre, on your stab:izer's performance 
You can confidently rely on SPA* to de 
pendably exert maximum infvence in keeping your ice cream's 
texture ce-free, ts ingredients smoothly ond blended, and 
in facditating the bursting forth of the flowors you use 
SPA®* is ‘deally to the needs, processes ond problems of ice cream 
manufacture only because 0 new and vastly superior English gelatine, perfected 
by New ond unmqve process to perform but one tyunchon—to stobdize ice cream. Yet, 
though panstokingly prepored to meet the specific needs of the -ce cream industry, SPA® is less 
hon ordinory gelotnes 
judge SPA’s superorty for yourself in your own ma Woeite for o generous somple and information 


B. YOUNG & COMPANY of AMERICA itd. 


20 EAC HANGE PLACE NEW YORE 5S. N.Y 
Famous os moters of fine English gelonnes 1818 
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TABLE 1 


CE CREAM PROMOTION AT KINGS 


le WEEK 
lee Cream 


42 


Pic Crus 
Coke Mix (Brand B) 


TABLE 2 
TIBAN SALE AT D’AGOSTINO'S 


TABLE 3 


TIB.IN GAINS AT CENTRAL 
High Indiv. Store 


in week gain 
ind 21% aa% 


1% 140% 


15% 

4% 100% 
17% 


26's 
2% 


ws 
235% 


offered to him m the same way by the bulk Ke cream 
outlets such as drug stores, confecnonery stores, and so 
torth. 

Dollarwise, the manufacurer sees that he can profit even 
more by selling packaged we cream through the super 
markets. All purchases of we cream in the food store are 
purchases made for a family--perhaps two, three, four, 
hve or six persons. In other outlets a good part of the 
purchases are for on-the-premises consumption and are not 
ice cream by itself, but include all fixings whether in sodas, 
sundaes, and so forth. 


There is no doube that the super marker will become 
an even more important outlet for packaged ice cream as 
time goes on. Already, within a matter of a few years, 1 
has made tremendous strides in selling ice cream. In fact, 
the growth of ice cream sales in these stores has been con 
comitant with that of frozen foods, and the super market 
has been the first to recognize the retailing possibilities in 
frozen foods. 


What is even more important to the we cream manu. 
facturer, a super market operator stands ready to spend 
thousands of dollars in equipping each market with the 
refrigerator display cases which are so important in selling 
we cream. There are markets today with as high as 600 
linear feet of refrigerated cases. The super market 
operator does not have to be sold on the idea of carrying 
such expensive display cases. 


7 Out of 10 Sell Ice Cream 


Today, at least 70 per cent of all super markets sell ice 
cream. Tomorrow it is quite conceivable that practically 
none of these food emporiums will be without an ice cream 
display cabinet. 

That us the actual accomplishment of an industry which 
has only recently entered the ice cream merchandising 
business. The potential is even greater, considering that 
new super markets are opening at the rate of 100 a month. 

Seeing this, the we cream manufacturer cannot afford 
to be reluctant any longer about the extent to which he 
must participate in helping these outlets expand sales of 
we cream. There are some ice cream manufacturers, we 
know, who hold back only because they fear to disturb 
the present set-up, where they enjoy the sales through 
drugs and other types of small, independent stores. Frank! 
the experience of other manufacturers in the food field 
should re-assure ice cream manufacturers and all their 
present outlets that bigger and berter sales lie ahead, by 
doing business with the operators of largé food markets. 
Some of the major food manufacturers at one time also 
thought that resistance from super market competitors 
would make ut difheult for them to distribute to the super 
market operators. They took the step anyway and today 
there us no important food manufacturer in the country, 
be it Swift, National Biscuit, Pillsbury, General Foods, 
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flush-filled 


wins premium 
customers 


Flush-fill Lily’s* new pint-size 
containers — right up to the brim! Then, 
quick os a flash, snap the cover on! Do it all 
avtomatically with standard filling equipment — 
and with special capping a*tochment designed by Lily 
engineers. These new method cups meon quicker, 
eosier sales .. . customers go for that extra measure look. 
Many leading firms are already pushing the premium type 
ice-creams with these extraordinary soles-builders. Our production 
of containers is in full swing to keep step with the demand. 

So be sure to see these containers of the big Dairy and ice 
Cream Convention in Atlantic City, Oct. 16-21. See for yourself 
how remarkably easy # is to use these containers — how 
easily they will boost your premium ice cream soles. See, too, 
the hundreds of beautiful dairy containers 
Lily has produced for the 

leading doirymen of the country. 

You'll find them demonstrated ot ovr 
daploy at Booth 340. 


122 best 420d New York 17. Y. 
Chicege * Kanses City * Los Angeles 
Sen Francisco * Seattle * Toronto, Conde 
Beg US. Por OF. 
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ROUGH TRANS ATION 
CARE 


Oe the cow of the French 
in 1788 Marve 
Antainette cracked wise 
about cake. Taday the 
American people freely as 
ert their demand for pure 
fous! quality the best -no 


There is no substitute for “The Best’ — U-cop-co’s pure 


food value completes your product's superiority 


For a truly fine body and texture good flavor and clean-up... 

for a velvety emooth melt-down one stabilizer completes your list 

of fine ingredients. That's the stabilizer that adda real character 

as well as Pure Food Value to your finished product of ice cream. 

Reedy selveilty 

) bmperts desireable chewiness 

superter bedy and tenture 

« lew becterte—ce edded preservatives 

Werks te en eque!l odventege in aged mixes. 

Absolute uniformity berre! efter barre! 

Made with care by Gelatine folk who possess the know-how. 
L!.cop-co Pure Food Gelatines are “tailor-made” to suit 

imfividual needs Let us discuss in detail vour particular 

stabilizer problema. There is a U-cop-co Pure Food CGelatine to 

solve them to a T. Why not call ua foday/ 


Chemecat & Organic Products « of Co 


ANOTHER WILSON QUALITY PRODUCT 
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‘BYG. P. GUNULACHG CW." 
C. Gundlach & Company 


T is now the exceptional food store that does not 
handle packaged ice cream. At least nine out of ten 
super markets carry it. 

In our own immediate territory, a large chain of about 
200 stores has recently anounced its own private brand 
of packaged ice cream. This they obtain from a loca! 
ice cream manufacturer. The ice cream retails at 25 cents 
a pint and 49 cents a quart. 


Case Histories 


A regional super market chain is selling private brand 
at 25 cents a pint and 47 cents a quart. 

Another large food chain, which produces its own ice 
cream, sells it at 30 cents a pint and 55 cents a quart. 
Sull another food chain, handling a well-known national 
brand of packaged we cream, is selling it at the samne price 
as other outlets handling this brand. 

This situation is not unlike conditions prevailing in other 
parts of the country, as we have observed them. It is now 
apparent that food stores sell more packaged ice cream 


2 
ce Ceram Fee 
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Thousands of retail stops lor ice cream 
have been opened because fountain oper- 
ators « anted Male -A- Plents . Presenting 
the Mal A-Plents Profit Stors to retail 


stores is the best way Be Lnow to vet your 


the door, fo open accounts 


for Al your products. 


Sew tay? the Malt-A-Plents franchise mn 
your areca, W rite tor the Malt-A-Plenty 


stors te des 


MALT-A-PLENTY, INC. 
1635 E STREET 
TULSA, OKLAHOMA 
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Survey Shows: 


brocery Store 
hoppers Have 


“Upen Minds’ 


S OME hints on how ice cream manutacturers can most 
advantageously merchandise their product in slf- 
service grocery stores are suggested by the recently 
published findings of a national survey conducted by the 
Du Pont Company. Based on interviews with 1845 shop- 
pers in thirty-five super markets, the survey indicated that 
two of three food purchases made in these stores are the 
results of decisions made while the shopper is in the store. 
Specific figures make apparent the susceptibility of shop 
pers to point-of-sale influences. It was noted that 66.6 
per cent of all purchases were decided upon after the shop- 
per reached the store. Of all items bought, 38.4 per cent 
were unplanned (impulse buying), 26.7 per cent were 
merely generally planned, 1.5 per cent were substitutes, 
while only 33.4 per cent were unqualifiedly planned. 

These figures demonstrate, according to the report, that 
“people are going shopping for food in super markets with 
a less specific plan and a more open mind, searching for 
what looks good.” 

The significance of these findings to the ice cream in- 
dustry was explained in a spot-check of leading manu- 
facturers conducted by this magazine. The consensus of 
opinion was that the percentage of impulse sales undoubted. 
ly was higher for ice cream than other super market foods, 
and that firms that place ice cream cabinets in this type 
of outlet should be prepared to utilize every available means 
to extract the maximum amount of profits from the im- 
pulse characteristic of their product. 

Specificially, the ice cream manufacturers consulted, 
many of whom are steadily increasing their gallonage via 
sales made in super markets, recommended the following 
techniques tor ice cream merchandising in food stores: 
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(1) Adrowt placement of we cream cabinets. In many 
cases it has been found that if ice cream is located near 
the check-out counter, many impulse purchases will result. 
But the set-up in each store should determine the cabinets 
position. 

(2) Modern Packaging. Streamlined ice cream car 
tons in appropriate colors to suggest the flavors have helped 
boost sales. This is the package age, as most everyone 
knows, and this means the great majority of persons who 
shop by “sight and touch” are susceptible to attractive 
containers. If they like the outward appearance of a 
product, chances are they'll ery it. 

(3) Potnt-of-sale posters. A word two the wise, they 
say, is sufhcient. Nowhere is this principle better illustrated 
than in the use of point-of-sale materials. A housewife 
walking through a super market is as susceptible to the 
“power of suggestion” as anyone possibly could be. Make 
sure the suggestion is made, say leading ice cream manu- 
facturers, by the use of extensive point-of sale displays. 

(4) Trem sales. Combination offers and displays are 
sales-getters for many types of outlets, but particularly for 
the food store in which Mrs. John Q. Public purchases 
her household necessities. She may not think she’s in the 
market for ice cream, but when she comes across a neat- 
looking arrangement of ice cream, boxes of cones, sundae 
toppings or other related foods and she’s enticed by a 
special price for certain ice cream combinations, often as 
not she “decides” that ice cream was just the thing for 
which she came into the store. The availability of dippers 
for use at home and of insulated bags to protect the ice 
cream until its placed in the refrigerator spell merchandis 
ing with a capital MERCHANDISING. 
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Cream 


Seeks a Mate 


and you're sure to come across several 
mass displays centered around a favorite 
merchandising technique known as the tie-in 
sale. Experience has shown the operators of 
these giant food stores that if Product A and 
Product B, a related item, are sold as a “pack- 
age” (sometimes at a lower-than-regular price) 
sales of both products will far exceed normal 
volume, The super markets, it should be noted, 
have profited from this experience. 
Anxious to stock products that will lend 
themselves to this method of selling, the 
grocers have turned to ice cream. 


Wwe into a super market at any time 


Ice cream’s universal popularity is partly 
responsible. But its extensive compatibility with 
other foods accounts in great measure tor the 
super market owners’ partiality to it. They've 
found that ice cream i» not only a source of 
much revenue in itself, but that it will help sell 
such products as packaged bakery goods, frozen 
trusts, canned fruits, fudge and other sweet 
sauces and sundae toppings, and a host of 
others. 

Among the “host of others” are breakfast 
cereals. A dish of corn flakes topped with a 
heaping portion of ice cream consitutes a break 
fast second to none in nourishment and down- 
right enjoyment. The “cereal sundae” is gain- 
ing increased recognition as an ideal snack for 
any time of the day. Other cereal and ice 
cream combinations have achieved great popu- 
larity. 

Indirect support of the ice cream-cereal duo 
comes from the Kellogg Company of Battle 
Creek, Michigan. That organization treats its 
guests to a dish of ice cream and corn-soya 
shreds at the completion of plant tours. R. P. 
Omstead, an executive of the firm, states that 
“we think the combination has real possibilities 
if properly supported ” 

Some of the ways in which ice cream and 
dry cereal can be combined to the satisfaction 
of everyone’s palate are pictured on this page, 
as suggested by the Kellogg Company. The 
top) photo shows we cteam topped with corn. 
sova shreds. Below is seen the corn flake party 
shells filled with ice cream. The bottom pic- 
ture illustrates a new variation of an old favor. 


ite. It's the Rice Krispus Baked Alaska. 
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Famous Linerless Cream Cartons... 


and 


The FIRST linerless carton 


than-ever range of sizes! 


Serving-Size Lineriess Cartons 


BEST. 


now aml in a ereater- 


ica In Me Cream 
packaging! This measured portion, we cream package 


Pint and Quart Lineriess Cartons and Overwraps Mas 


saving cartoms have ect mchustry stanctarcde far we cream prac kaginw 


home, at tbve retail store ite 


+ Lamwows, space- 
thes 
were the heal ote 


Bulk-Size Lineriess Certons 


“take 


SAVING, ing te 


+ 


with all the 


V Pat Office 


Morothor alto motes o complete line of pads and 
other specialty Ke creom pockeges becked by over 35 years of 
creom espereme See you Morothon 

tor detals. of write 
Morathon Corporeton, Menoshe, W 
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BEFORE AFTER sequence ustrating the 
conversion of Highs Deiry Product Com 
pany stores te sel service cutlets. pictured 
shove. Al the left «4 « view of « company 


cCoweter 


heip yourse!f 


store tehen during the period vtilned 
At the right is seen the 
same ttore. following ifs elferetion into « 
type cwtiet. 


achieved purpote—en increase in the soles 
of pecteged ice cream-—efter meting the 
switch, the firm found thet « hend-dipped 
While Mighs sectron was still essential 


HES HIGH UN 


HERE'S an art to selling ice cream in a grocery store 

atmosphere and High's Dairy Products Company, 

with a chain of sixty retail ice cream and dairy stores 
in the District of Columbia and surrounding area, has 
mastered the art. 

Application of the self-service principle to ice cream 
merchandising was initiated in quite a few of High’s stores 
during the last year. Previously, the chain had operated 
with regular counter-type stores that required salesladies 
serve customers 


Reasons tor the change in method were provided by R. 
L.. Stephens, Sales Manager of High's. He said that the 
most important motive for the switch was the desire to 
cluminate long waits for service on the part of store patrons, 


especially on hot nights. 


Secondly. it was found thar sales 
an those hor nights were lemited trequently to the number 
Not 


he owerlonked was the fact that some customers refused 


of customers that the sales personnel could serve. 
to wait and went elsewhere for we cream. By installing 
self-service, High's hoped also to uncrease the sale of pack 
aged ice cream and to reduce labor costs, Mr. Stephens 
stated. 

It should be noted at this pount that Migh’s stores are 
all of the “dry stop” variety with more than ninety-five 
per cent of sales carried out of the store. Ice cream sales 
are emphasized, but the stores also stock a complete line 
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OELE-SERVILE 


of dairy products, bacon, sausage, bakery goods, and soft 
drinks. Standard ice cream accessories, such as sundae 
toppings, boxes of cones, and insulated bags are also avail- 
able. 

No fountain items of any kind are sold. Only ice 
cream cones and pint containers of milk are consumed on 
the premises. 

Mr. Stephens acknowledges that High's was going 
against the grain when it first began its campaign to in. 
crease purchases of packaged ice cream. 
that Washington has always been 


He pointed out 
“a hand-dipped ice 
cream town.” High's first self-service store sold only pack- 
aged ice cream (along with other dairy products). It 
developed that the city was not ready tor the conversion, 
and a hand-dipped department was soon added. 

Using this first store as a “guinea pig,” High's continued 
experimenting, and soon had accumulated extensive know 
ledge concerning the self-service merchandising of ice 
cream. Findings were applied to the chain's other stores, 
resulting in a successtul and highly profitable operation. 
Here's what High's discovered in the words of Mr. 
Stephens: 

(1) An ice cream hand-dipping department tor 
cones and hand-dipped pints and quarts was 
essential. 


topic of the month 
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WHAT THE PIONEER IC 
THE BORDEN COMPANY SAYS ABOUT LIQU/D SUGAR 


FLO-SWEET LIQUID SUGAR ENDS SUGAR 


Time after time, in plant after plant, Flo-Sweet 
users’ experiences prove that they save time and 
money —and worry by relying upon this mod- 
ern way to get pure sugar into the mix. 


3 EASY MECHANICAL STEPS REPLACE 
10 COSTLY MANUAL OPERATIONS 

Not a finger touches Flo-Sweet! No bags lie 
around inviting dirt and animal impurities. No 
handling—-no shaking out over the mix' Crystal! 
clear Flo-Sweet Liquid Sugar flows from our ape 
cially constructed tanks and delivery equipment 
into vours, flows from your tanks directly into the 
mix through sanitary, sealed pipe lines 


WE TAKE PAINS WITH OUR PRODUCT 
TO MAKE YOUR PRODUCTION PAINLESS 
tecause we have proneered and specialized unm the 
one field, our plant # unsurpassed in ite facilities 
for producing and delivering clean liquid sugar. 


E CREAM DIVISION OF 


CONTAMINATION PROBLEMS 


Centrifugal Purification. The latest, high. 
speed centrifugais completely seperate ium 
purities from the crystals in raw sugar 


Improved Defecatron — Al) sugar liquor pas 
ing through our refinery w defecated by an 
improved method for incrensed purity 


Char Purtficatione Hy both bone-char and 
vegetable-char treatment, This brings Flo 
Sweet Liquid Sugar to the peak of quality 


Control Laboratories — Various plant control 
laboratories conmetantiy check on the quality 
and punty of Flo-Sweet 

lo-Sweet i« delivered in tank-care, tank 
trucks and tank-shipe expecially designed for 
thes 

‘lo- Sweet delivery men are spectally schooled 
in loading and dmcharging our sugars 
cleanly and efficsently 

You may always inepect cur production and 
dustribution facilities 


When you get Flo-Sweet, you get sanitation backed by 27 years of 


REPT 


PIONEER 
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successful hquid sugar development and production. Therefore, 
you get more product improvement, more product control and 
always-dependable sanitation and service 
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A standard layout for the sore was deter- 
maned. (See diagram on Page 35.) 
Self-service push carts were noe used by cus 
tomers. One is kept in cach store at the check. 
our counter for use of the salesladies. All! 
empty bottles are turned im and the refund 
given at the check-out counter. The empty 
bottles are put in the push cart and rolled to 
the rear room and placed im cases. 

The mvestment in equipment is approxunately 
three times larger than for the counter type 
store 

Electric power bills are about three times as 
large tor open type equipment. 

Indirect ventilation was found to be necessary. 
High's uses an exhaust fan at the rear of the 
store. 

High's found little change in the personne! 
required to operate a self-service store after the 
addition of the hand-dipping department. 

It at all possible locate all compressors in *he 
basement. 

Arrange small items such as ice cream cups, 
and other novelties at the front of the store 


under the eye of the cashier. It reduces pilfer 


need help to find products. High's helped 
overcome this by putting ice cream in colorful 
cartons that simulate the color of the ice cream. 
Also the flavors are very prominent on the car- 
tons. Salesladies are also instructed to give 
aid to those customers that need it. 

To avoid confusion when several customers 
are in the store al! money is paid to the cashier 
at the checkour counter. All paper bags are 
kept there also. No collections are made at 
the hand-dipping department. Jiffy bags are 
kept on the check-out counter so that customers 
see them as they are leaving the store. 

High's found that some customers were skepti 
cal about the open type equipment, thinking 
that the ice cream was not hard and that the 
milk was not cold. Salesladies were instructed 
tw tell customers to feel the ice cream for hard- 
ness and the milk bottle tor coldness instead 
ot the air in the cases. 

High's found certain disadvantages to the Self-Service 
Stores such as the increase in investment and electric power 
bulls, the skeptical customers, and the customers that need 
help for service but these were by far overshadowed by 
the following advantages, according to Mr. Stephens: 


ing. 
Customers with defective eves and illiteraces 


A Midwestern 1.C. 
plant owner re- 
ports: 


em well pleased with the 
results | get with VELVA. 
CREME ead MIKIFIER Sev- 
eral customers commented on 
the improvement my ike 
cream whee | sterted using 
GERMANTOWN PRODUCTS.” 


(1) 


Sales increased in all items. 

(a) Self-service displays the products tor the 
customers’ selection. Customers buy items 
by seeing them that they did not know 
High's handled. 

(b) Sales are no longer limited to the number 
of customers that salesladies can serve 
on hot nights but only to the number of 
customers from which the cashier can take 
money. The self-service system is much 
taster. 

(c) A small line at the hand-dipping depart- 
ment may discourage a customer from 
waiting for hand-dipped ice cream but he 
usually will pk up a package of ice 
cream before leaving the store. The line 
at the check-out counter moves so rapidly 
as to minimize waiting. 

(d) Self-service gives the opportunity for the 
addition of sideline items with no increase 
in personnel. These items are limited 
only to space available and the desire to 
sell other items. 

ustomer Happiness. 

(a) Customers standing in lines and waiting 
to be served by salesladies are things of 
the past. In this self-service era, it’s 
simply “grab and run.” 

(b) By selecting items themselves customers 
get the particular item that they want. 

Employee Happiness. 

The employees should not be overlooked. They 


are happier mainly because they can increase 
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CREAM | 
STORAGE 


CABINETS 


REAR ROOM 
STORAGE 


ice CREAM 


HAND DIPPING DEPT. 


CHECK-OUT 


SELF - SERVICE 
DAIRY CASE \ 


50’ 


the business of their store with less work than packaged pints and quarts three to one. Now 
before. Even though High's found that the packaged pints and quarts outsell hand-dipped 
number of employees needed to operate a self. pints and quarts three to one. Sales of High's 
service store was not reduced, the personne! half-gallon Bulk Family Package also showed 
cost as a percentage of sales was greatly reduced a tremendous increase in the self-service stores. 
due to the increase in sales. High's is definitely “sold” on self-service stores and 
Increased sales of packaged we cream. hopes to convert several more. Many of the stores are 
Between the self-service store and the colorful not large enough for self-service. Minimum store measure- 
containers for packaged ice cream a remarkable ments are about fourteen feet by fifty feet. 

change was noted by High's. Hand-dipped “High's self-service ice cream dairy stores are here to 
pints and quarts of ice cream formally outsold stay,” Mr. Stephens concluded 


A Better Scoop...Non-Mechanical, Non-Chemical 


@ One Piece Solid Aluminum 
@ Dips Easier, Faster 
Attractively Priced 


Scoop-Rite scoops a perfect circle with the greatest resistance to heat or cold 
every dip. The ice cream won't stick, of any used today. When you try it, 
and no dipping in water is necessary. you will see how perfectly the scoop 
This is because Scoop-Rite is made of releases without a tripper or chemical 


solid aluminum, the metal which has needed. 


WRITE FOR DETAILS 


SPADES G DIPPERWELLS 


Both solid one piece 
aluminum, polished to a 
high lustre. Dipperwells 
have inlet and outlet 
plumbing connections, 
Spades perfectly bal- 


anced, sharp. 


SCOOP-RITE C0 PANY 788 WILDE ST., DETROIT, MICH. 
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He grocery store outlet for the sale of ice cream has 
feed second place within the last year and, by 

next year, you will find that this outlet will continue 
to gain and, in all probability, will be the leading outler 
tor ice cream sales, that is, packaged ice cream. 

This is due to several reasons. Ice cream now enjoys 
universal acceptance as a food, so most grocers feel it is 
now a “must” item for their store. They like to sell ice 
cream because of the large gross profit in relation to gross 
prohts on many other items they sell. 

Packaged ice cream gains in popularity each day, due 
to the convenience to the customer and also to the dealer 
who handles the product. The trend as I see it is definitely 
to packaged ice cream and I do wot believe anyone will 
doubt this statement and, since this is the trend, I chink 
it behooves us all to design a package that will have eve 
appeal and also convenience in serving. 

By eye appeal, I mean the package should carry the ie 
cream story on the carton. Froven food manufacturers 
are making the packages more and more attractive each 
day by showing in colored photographs on the package, 
the contents of the package. It is true that the majority 
of manutacturers would much rather sell bulk ie cream 
but, since the trend is toward packaged goods, if we try 
to buck this trend it will only mean wasted energy and 
money and you will find in the end, after you have ex- 
hausted much of your energy and resources, that packaged 
we cream is still the desired product of the public. Es. 
pecially is this true when only a reasonable overrun is 
taken. In some states, the overrun is now controlled and 
this will add further to the desirability of packaged ice 
cream. 

lee cream being a frozen food and a very delicate frozen 
tood, it should have care in handling that other frozen 
toad products do not require. Thar is, in handling the 
product from the freezer to the consumer, it must be pack 
aged and handled with kid gloves for it to have the neces- 
sary eve appeal to sell at the food store level. Ice cream 
is the most popular frozen food on the market and should 
be properly merchandised and pried at the grocery store. 
By merchandised, | mean it should be stored in a separate 


Market: 


uper 


uper (utlet! 


BY WILLIAM D. SEALE 


Seale-Lily ice Cream Company 
Jackson, Mississippi 


display cabinet, either opened or closed, with an attractive 
superstructure with lighted ice cream picture combinations 
to show this product in use. In properly air-conditioned 
food stores, the open-type display cabinet will work very 
adequately. In stores that are not air-conditioned, it is 
best to use the glass top clear view lids, or the ice cream 
cabinet with the lighted superstructure. This product 
should be properly displayed in the cabinet so the customer 
can find the desired packaged without difficulty. Also, this 
display cabinet should be located where the customer will 
have the opportunity to purchase this product just prior 
to checking out at the check stand, the reason for this 
being that this product is one that is sold mainly by im- 
pulse. The lighted superstructure will serve in a dual ca- 
pacity in that it will show colored ice cream picture com- 
binations demonstrating the product in use, and for the 
types of superstructures so built that when the cabinet is 
open, light reflects into it, it will spotlight the product. 


Things to Come 


The increased trafhe in larger towns has caused the sub- 
urban food store or neighborhood food store to move into 
the high gallomage bracket. Because of their convenient 
location to the customer, and because so many of them 
are now finding it profitable to sell ice cream at special 
prices . . . at least on week-ends, more and more house- 
wives are finding it both convenient and profitable to buy 
we cream when she buys groceries. Of course, grocery 
stores will never sell the volume of ice cream they could 
sell because not many of them are open after 6:00 P.M. 
after which a large amount of ice cream is sold. However, 
the deep freeze in the homes will gradually solve this prob 
lem. And, too, the small (convenient-type) grocer will 
remedy this situation for he is th. store that carries only 
a small line of fast selling grocery items, bread- milk, ie 
cream, soft drinks and the like, and stays open late. This 
is an excellent outlet for packaged ice cream, because there 
are so many of them, and because of the advantages of 
many customers, better display, and lower profit margins 
The grocery store will soon become America’s number one 
ice cream outlet. 
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Taste it...count ‘em! See how Sweetose 
syrup makes your ice cream (1) richer and 
creamier; (2) firmer bodied; (3) better tex- 
tured; and (4) packed full with magnified 
natural flavor goodness! Put yourself in cus- 
tomers’ shoes— you'll know why the switch 
to Sweetose syrup is going to boost your 
sales by giving your community an ice cream 
that can’t be beat! Yet Sweetose REPLACES 
HIGHER PRICED SUGARS IN YOUR FORMULAS! 
You'll increase sales and realize a bigger profit 
margin! Sweetose is totally different from 
ordinary corn syrup—enzyme conversion 
makes the difference. It’s twice as sweet, 
three times as fluid, water-white, crystal- 
clear, odorless, with no flavor other than 


sweetness! 
Sweetece of Ge A. 


Mtg. Co Beg. U 5. Pet. Office 


A. €. STALEY MFG. CO., Decatur, 
Coneda, write to: 6676 Sherbrooke Mentresl, Qvebec 


STALEY’S 


Ice Cream Freie, September 1950 


A. B. Staley Mig. Co. 

Dept. IC? -*, Decater, Ti. 

(sentlemen 

I'll take the “convincer™ . . . give me 

of how Sweetose can give me the inside 
sales and still reduce my costa’ 


Name 


Company 
Address 


City. 
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TYPICAL OF the Finke orgerisetion + 
constant drive for improvement the 
Porty-Niser peckhege pictured ef the 
left. Altractively designed, the carton 
comes veriows colors end patterns te 
denote the fever. Abowt tee verieties 
of ice cream ere sold ie the pectege. 
which sells for forty conte per 


Finke's Grows and brows and brows! 


ad | "VE learned more from salesmen than trom school” 
graciously admits William Finke, active head of 

Finke's Ice Cream Company, Ravena, New York. 
Giving credit to the supply and equipment field tor re- 
markable production and sales gains is typical of out- 
spoken, hearty Bill Finke. 

There are few companies that can boast of a business 
volume increase in the first six months of 1950. Finke's 
is definitely in that category and points to many factors 
to account for its success. 

Starting off with a small wholesale business in 1933, 
John Finke established himself in a small town about 
twenty miles south of Albany, capital of New York State. 
Now seventy-cight years old, the founder of the company 
is im semi-retirement, leaving the decisions to his son Bill. 
As this family dynasty continues, a third generation has 
entered the business now that Jerry, Bill's son, has taken 
over some of the plant responsibi!ities. 

This us a case of a plant that just grew and grew. As 
it pushed out its walls, wings were added to the building. 
By no means streamlined, it functions nevertheless at top- 
speed to meet the evergrowing demands of a market that 
now ranges over 100 miles from Ravena 


It is logical to ask how this business grew. Ice Ceram 


Fieto’s reporter was frankly skeptical that this seemingly 
small plant could handle about 700 wholesale stops of 
which about 150 were added this year. Upon analysis, 
however, it was easy to recognize that Finke follows the 
fundamental principles for success in any operation. 


In the first place, Bill Finke insists upon good manage- 
ment which means no dead wood in his organization and, 
of course, lowest possible overhead 


Following this cardinal precept is the second obvious 
rule: give the people the widest possible variety and the 
most for their money. A good example that can be cited 
right here was Finke's experience producing a packaged 
nut roll. Introduced originally as a special at $1.50, this 
package of butter pecan ice cream covered with toasted 
macaroons had indifferent acceptance. Then without 
changing quality, Finke brought down the price to $1.25 
and sales stepped up. Cutting all corners on everything 
but quality, Finke drove the price down to a dollar and 
finally to 75 cents for this package to serve 8 people. 
Each time the price was lowered the consumer demand 
swelled. Here then at 75 cents was the lowest percentage 
of profit but the greatest volume and turnover. Thus at 


(Continued on page 70) 
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PART OF Finke's de. 
lwery feet is pictured 
here. all, the firm 
hes sine trucks equip- 

capecity Robbins and 

om Burte refrigerated 


bodies, each with its 
own compretsor 
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etter to light 


than to curse the dark” 


UTOMATIC MERCHANDISING is 
a natural for impulse items like ice cream 
bars. It creates buying action through avail- 
ability of your product plus point of pur- 
chase sales appeal—just as it has for soft 
drinks, candies and cigarettes. 


If you are in the dark about the applica- 
tion of automatic merchandising to your 
industry, you need not be! “Light a small 
candle,” and emerge into this vast, proved 
method of distribution teeming with new 
sales and profits. 


Storage problems have been overcome by 


Vendo research engineers with practical, 
simple and low-cost machine design. You 
can depend upon the skill and pride of 
craftsmanship that is traditional with Vendo 


machines. 


The Vendo Company, world’s largest 
manufacturer of vending equipment, gladly 
lends its experience and know-how to the 
ice Cream industry. 


Toke This First Step NOW! 


vou went « free copy of 
the 

Tear owt coopem below 


VENOO COMPANY 
7400 few 
Kenses City 3. Missouri 


Please send me tree copy Merchend 
the to creased soles ond profits 


Meme 
Comper, 


City ete 
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OVER 25 YEARS EXPERIENCE PREPARING STABILIZERS FOR THE ICE CREAM INDUSTRY 
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Concerned about the in- 
roads made by high prices 
on ice cream sales, Phila- 
Company installed a system 
designed to reverse the 
trend. The innovation was 
largely responsible for the 
company’s slight but steady 
increase in sales at a time 
when most of the nation’s 
other manufacturers were 
suffering consistent losses. 


No More buesswor 


ONVINCED that constantly rising prices have been 

largely responsible for the nationwide losses in ice 

cream gallonage, Philadelphia Dairy Products Com- 
pany has instituted a program designed to enable its dealers 
to achieve portion control and thereby lower fountain 
prices. 


The program is based upon the factory-produced Redi 
Serv individual ice cream packages, with which the Phila. 
delphia organization has eliminated the guesswork inherent 
in the dispensing of bulk ice cream. 


Give-away Program Costly 
According to a spokesman for the ice cream firm, dealers 


can never tell how many portions they are getting from a 
can of ice cream. Figures compiled by Philadelphia Dairy 
show that a fountain operator can give away a cent’s worth 
of ice cream without realizing it—and a penny looms large 
in the total cost of a fountain item. 


To combat the effects of this haphazard type of opera- 
non, Philadelphia Dairy Products resorted to the Redi-Serv 
process. In the production room, ice cream was extruded 
from the freezer at slightly lower than usual temperature 
into a round cyclinder, which is sliced into exact portions 
by a hot cutting wire. The serving is then deposited into 
a standard-sized pleated paper cup imprinted with the 
brand name of the ice cream firm. The flat bottom sticks 
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to the flat bortom of the cup, but clears the sloping sides 
for easy release. When the fountain operator needs a 
serving of ice cream, he picks up one of the paper cups, 
inverts it, and pats gently on the bortom to discharge it. 


One of the first retailers to experience success with the 
new system was Samuel |. Robinson, who runs a neighbor: 
hood drug store in the City of Brotherly Love. After re- 
figuring his costs on the basis of the preportioned ice cream 
servings, Mr. Robinson cut sundae prices by ten cents, ice 
cream sodas by seven cents, and was able to paste advertis- 
ing flyers in his window and in the store (see photo at the 
top of this page) announcing the return of five-cent ice 
cream cones. Ice cream sales soared 25 per cent the first 
month. After three months, Robinson's was selling ten 
times as many shakes and cones as they sold under the 
higher prices. 


Mr. Robinson and 200 other dealers who participated in 
the orginal Philadelphia Dairy experument with Redi-Serv 
would be arnong the first co verify the ice cream company’s 
contention that preportioning would help them to lower 
retail prices and predict their unit costs on fountain items, 
When these dealers received the boxes of pleated paper 
cups, each containing exactly 2'4 ounces of ice cream, or 
54 servings to the gallon, they were delighted at having 
been provided with the opportunity to return to pre-war 
fountain prices. And they have been just as delighted 
with the resultant gains in volume and profits. 
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THE COW BELL STOPS THEM 


RAVELERS on U.S. Highways 61 and 62 have 

often been known to heave sighs of relief when, in 

the midst of a lengthy journey across Missouri roads 
their eves caught sight of a modern looking building which 
promised unmediate refreshment. They had been on the 
lookout for such an establishment for some time, their 
curiosity and anticipation sharpened by numerous outdoor 
signs which urged automobiles to visit the Cow Bell, where 
excellent we cream, beverages, sandwiches, salads, and other 
toods were said to be available. 

Very tew of them—it any—-are disappomwted. The at 
mosphere is clean and wholesome, the service is rapid and 
courteous, and the food is thoroughly samsfying. Especially 
delightful are the chocolate milk shakes, which like the 
Cow Bell's males, are extra large and extra heavy—~but not 
cxtra priced. 

Exactly what is the Cow Bell? It’s simply the attractive 
retail store (see accompanying photographs) which is built 
into the new modern dairy building erected by Reiss Dairy, 
Inc. close to two years ago on a three-acre tract in Sikeston, 
Missouri. Owners of the firm are John J. Reiss and L. M. 
Standley 

The building and the landscaped grounds, with the halt. 


acre parking lot, also attract many local customers, many 
of whom are “regulars” and travel as much as fifty miles 
for a food and/or ice cream snack. The spotless interior, 
with its color scheme of coral and tan, fulfills the promise 
of the exterior. 


The store measures forty-tour by twenty-eight feet. 
Strategic layout is responsible for the fact that no cus- 
tomer is farther than twelve feet from the point from 
which his food is served. Provision has been made for 
seating twenty persons at tables and thirty-seven at the 
«Ouriter. 


An island-type fountain, nineteen feet long, with the 
units back to back, is contained in the store. A three-bay, 
axty-four-foot counter with a twenty-inch slab, extends 
down one side and across the ends of the island. Along the 
opposite side of the island runs a straight twenty-four-foot 
counter with a fouranch top slab. Across this slab, the 
dispenser serves five tables, the ends of which abut this 
counter, 

Near 
Blessing 


the corner entrance, two forty-gallon Bastian- 
dispensing cabinets are installed, enclosed by a 


i_entrawed on pore 67) 
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IN BOTTLED DRINK AND ICE CREAM 


BLANKE-BAER 


EGG NOG MIX 


ALC OMOUC) 


The Egg Neg Mix with 16 year record of swecessful wre ond 
soles by discriminating Deiries ond ice Cream plants. 


Quick Shipment from Warehouses in: 


New York + Salt Lake City + Los Angeles 
Sen Francisco + Portland, Ore. + St. Levis 
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EXTRACT AND PRESERVING COMPANY 
3224 S$. KINGSHIGHWAY 


Advertising program! 


POSTERS —lithographed in 8 colors... 
NEWSPAPER MATS ... 5 attractive 


MILK BOTTLE COLLARS AND BOTTLE 
CAPS in gay holiday colors 


RADIO SPOT ANNOUNCEMENTS 
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Some Questions and Answers 


on timely topie: 


NE independent organization that distributes vending ma- 
O chines in the New York metropolitan area sold $49,000 

worth of ice cream in 1949 from this automatic equipment 
and expects that figure to climb to $70,000 when sales figures for 
1950 are compiled. This ice cream was dispensed from 100 ma- 
chines, averaging about forty sales each per day. 


Needless to say, this operation is highly profitable. And, on the 
theory that the principles on which this successful business is 
founded can be adapted readily to the sales programs of the nation’s 
ice cream manufacturers, a reporter was dispatched to the premises 
of Young Distributing, Inc. to consult President J. R. Young in 
order to learn as much as possible ‘about how the local Revco dis- 
tnibutor's organization functions. When he had departed, his note- 
book looked something like this: 


Question: What type of machines have you installed in your 
various stops? 

Answer: We've been using two types of vending units. One 
has a capacity of 120 ice cream cups and the other vends 240 cups. 
Both dispense the four-ounce cups. We understand, though, thar 
the newer vending machines will dispense ice cream on-a-stick ex- 
clusively. 


(uestion: How do you determine where to place these automatic 


vendors? 


Answer: The major requisite for an installation is, logically 
enough, a sufficient concentration of potential ice cream purchasers. 
We've figured that there must be 250 of more people with easy 
access to the machine if the unit is to pay off. And they must be 
in a buying mood. With these standards as our guide, we've 
placed automatic machines in hospitals, factories, amusements cen- 
ters and similar locations. 


Question: What kind of arrangement do you make with the 


USEFUL INFORMATION concerning the profit management of institutions in which your machines are placed? 
potential inherent ice cream vending me 
chines is offered in this article besed on a9 Answer: As standard procedure, we pay a 10 per cent commission 


interview with @ men who has had extensive on all sales. However, if a stop can net $250 a month, we'll boost 
experience tha Feld. 
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Here’s an analysis of the 
merchandising techniques 
utilized by one of the nation’s 
most successful producers of 
ice cream, with emphasis on 
their approach to the current 
industry controversy — what 
to do about soft ice cream. 


GOLDENROD DOES IT THIS WAY 


EFORE getting into my discussion proper on the 

sales of hard and soft ice cream, let me say my own 

experience in the sale of soft ice cream has been of 
rather recent date, although I have for years watched with 
awe the amazing popularity of soft dairy products and 
speculated upon the ways and by what means we, as ice 
cream manutacturers, could lure those vast crowds into 
our dealers’ stores. We believe we have found at least 
a partial answer, but more of thar later. 

We at Goldenrod are of the firm conviction that a good 
product backed by continuous repetition of the trade name 
and an aggressive sales policy wi!l eventually produce re- 
sults. Despite the fact that February, 1950 production 
tor the nation as a whole was up 19.5 per cent as compared 
with the 1944.48 average and was up 3.6 per cent as com- 
pared with February, 1949, retail sales in general are on 
the down grade. The Department of Revenue of the 
State of Ilinow reported recently, that collections from 
the “Sales Tax” for the }-month period ending March 
$1, 1950, were 3.6 per cent below rhe corresponding period 
last year. To us, this means an increasing tempo in our 
advertising program at all levels. 


Let me give you some details. First, television: we have 


BY V. |. McDADE 


Coldenrod ice Cream Company 
Chicago, 


twelve television spots weekly, distributed between the two 
top television stations in Chicago, several of which are 
inserted in western films that have a very large childrens’ 
audience. Incidentally, it is our belief that if you get 
the children asking for your products, the adults—or at 
least a large majority of them—will some along as a matter 
of course. From personal observation and checking, I 
believe television to be one of the best, if not the best 
medium of advertising in a metropolitan area, although it 
must be supplemented by other media. 


Redio Advertising 


Next, radio: we have approximately a dozen spot an- 
nouncements weekly over several radio stations in addition 
to a 45-minute “Music Lovers’ Program” six days a week. 
This latter entails mailing in excess of 25,000 printed pro- 
grams each month, listing the selections to be played in 
the succeeding month. The program has been a fixture 
with us for several years and the response has been most 
gratifying. 

Next, billboards: we have several 24-sheet and painted 
bulletins placed at strategic locations throughout Chicago 
The copy is changed at regular intervals and is supple. 
mented with severa! hundred I-sheet posters on the subway 
and elevated platforms in Chicago. 

Direct mail is also an unportant part of our plan. In ad- 


dition to the “Music Lovers’ Programs” mentioned above, 
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ACK UP, FELLAS— 


SEALRIGHT’S DOWNSTAIRS 
THI 


MARKS THE SPOT OF THE 
SEALRIGHT DISPLAY 
(Space 1344 — Convention Hell) 


Here's one thing we don't want our friends in the dairy and ice 
cream business to forget! This year Sealright moves to the lower 


level of Convention Hall to give you bigger and better top-level 
Dairy Show attractions. 


Be sure to stop and visit us and see these outstanding new Sealright 


developments : 
w% SEALKING ... the new idea in fluid milk paper packaging. 


w& THE NEW SPECIALTY SEALON APPLYING MACHINE. Now you 
can get Sealon protection for cottage cheese 
jars and gallon containers. 


we THE NEW ALSERVIS NESTYLE for Ice Cream. 
Aad new cottage cheese Nestyle applying 
equipment. 


*% ADDED ATTRACTION! Don't miss the 


Sealrigh 


AND CLOSURES 


Canatean Co. Peverborough, Canads 


Ice Catam September 1950 


j 
: 
: 

on 

| 

| 
\ 
aes 

ae 


POLYCOID 
MIXACOID 


we mail printed announcements, many im color, to our 
dealers, announcing cach new items we introduce. Also, 
a menthly flavor chart is mailed to cach dealer listing the 
flavors available in al! the items we manufacture. This 
has been of immense help in keeping our dealers fully in- 
formed and also assists in keeping our salesmen and drivers 
on their respective toes. 


Furthermore, all soda fountain operators and restaurants 
receive the monthly “Ice Cream Merchandiser” published 
by the Ice Cream Merchandising Institute, Inc. A special 
imprint on the back page lists the two pint brick specials 
for the current month. 


Newspapers for New Items 


Newspaper ads form a somewhat smaller part of our 
advertising picture. They are used primarily to introduce 
new items. For instance, 40-line ads in three Chicago 
dailies were used for several weeks to acquaint the public 
with our last new items. All! of the foregoing, would in 
our opmion, be of little value without an unrelenting, 
constant and vigorous campaign at point of sale. We 
harp, and I do mean harp, on our salesmen and drivers 
to keep paper signs posted in dealers’ windows, get card- 
board and stand-ups in windows and on counters, rotate 
ice cream in fountains and cabinets and to preach the 
gospel of sanitation. We will and do install electric clocks, 
neon signs of our trademark and 3-dimensional pictures, 
in an all-out effort to assist our dealers to sell more ice 
cream. We believe it has paid off. 


Now to soft ice cream. As most of you are probably 
aware, the sale of dairy products of less than the legal 
minimum for ice cream is permitted in Illinois, as long as 
it is not called ice cream. As I mentioned previously, | 
have long stood in awe at the enormous crowds one sees 
daily during the summer waiting in line at the soft “ice 
cream” spots, and wondered how we and our dealers could 
secure some part of this vast business 


Down the Drain 


We, and most all other we cream manufacturers have 
stood idly by, watching a large volume of our sales and 
prohts being drained away. Until comparatively recently, 
nothing could be done, but in October of last year, our 
afhliated company secured the distribution rights to a 
machine designed to reduce a frozen product to a semi- 
soft consistency im a matter of seconds. We have 
numerous installations in Chicago and almost without ex- 
ception, the results are both pleasing and profitable. As 
a result, we have been able to increase our sales by a very 
substantial amount; our dealers’ sales and profits have 
likewise increased. States having only regular ice cream 
standards, of course, would comply with standards on far, 


i( enfrewed on Page 43) 
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rzeam|™ ouellies, INC. AT THE DAIRY SHOW 


110 MURRAY ST., NEW YOR BOOTH 116 
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AGAIN 


ARD’s Dairy Stores, one of the nation’s best-known 
chain of retail ice cream outlets, is the talk of the 
trade again because of a particularly imaginative sample of 
consumer advertising. The advertising consisted of the 
Pittsburgh organization's rebuttal to a local newspaper 


story which reported that 
the five-cent we cream cone 
was about to be elumimated 
from American culture. As 
reproduced on this page, the 
ad called attention to the 
fact that no matter what the 
situation was elsewhere, the 
citizens of Pittsburgh could 
rely on Bard's for the nickel 
we cream cone. With this 
deceptively ingenious mer- 
chandisng idea, Bard's Dai- 
ry Stores earned the acclaim 
of its ald customers and the 
patronage of many new 
ones. 


Te obtain the details con- 
cerning this incident, 
Ceram consulted 
Lloyd A. Greene, Advertis- 
ing Manager of Bard's. He 
provided the background, 
and told how and why his 
hrm placed the well.con. 
ceived advertisement. Said 
Mr. Greene: 


. As you well know, 
the nickel sce cream cone all 
but disappeared during the 
war years. Our company 
toughe against this trend 
since it hest developed. Since 


we started in business, we 


We beg to with the 
the press, At BARD'S, of the 
wichle Cream cone is NOT « thing 
ree thet Amercen b 
heave @ great fer 
Se den? ‘et exyore yeu While 
our wichle cones t beg they 
were before the wer, they ove 
velwe fer your money fume 
OU bere ver fer an lee Cream 
Cane, head tor the Berd store 
and we !! meet you of the door with 
oper ome 


LE CUSTOMERS are 
ALWAYS WELCOME at 


fact; so while those big cones showed very little on the 
black side of the ledger, we feel, and still insist, that they 
were tremendous good-will builders. 


“As long as we could, we stuck to the rainbow cones, 
but as the manpower for our stores disappeared down the 
draft, you might say, it be- 
came increasingly hard to 
maintain that type of cone. 
The young lady replace- 
ments in our stores, while 
willing, just didn’t have the 
necessary “wrist power” to 
cut those long slender sliv- 


ets of ice cream. 


“With the war over, we 
still found that we had to 
use lots of girls in our stores, 
and we have never been able 
to go back to the rainbow 
cone, and have now been 
featuring the double dip 


cone for some time. 


“Of course, with today’s 
costs what they are, the big 
double dip has to sell for a 
dime. But we use two No. 
20 scoops, with plenty of 
overhang, and make it a rea! 
value, not forgetting the 
progress of the cone cus- 
tomer down the years. 


“For the little fellow with 
only a nickel to spend, we 
make a single dip cone. 
True, it isn’t as big as its 
pre-war counterpart, but at 


the very least, it is a good 


BARD'’s 


ary 


have featured the rainbow spoon cone, that tall, tantalizing 
cone that looked like a lot for the money, and was. The 
we cream portion weighed three-and-a-half to four ounces, 
and could be had in as many as twenty-two flavors. 

“It made the nickel customers Bard customers, and the 
nickel customers grew up to teen-agers who became sundae 
customers, and later on quart and pint customers. 

“We never wanted to lose sight of that very unportant 


nickel’s worth, and to the 
lad or lassie with one lonely 
nickel, still an tce cream treat. 


“On Monday morning, August 7th, the Pittsburgh Post 
Gazette ran a news item about the demise of the five cent 
we cream cone. Naturally we burned a little bit, because 
the reporter responsible for the story hadn't checked his 
tacts. Mr, Gosser and Mr. Bardolph suggested to me that 


I think up an answer to the item, and get it into an ad as 
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The key to better sales 
is better quality! 


>. 
urttose 
dextrose } SYRUP 


Globe, Cerelove and Puritose ore registered trode marks of Corn Product) Refining Company, Mew Yorn, MY. 


ICE CREAM manufacturers have found Puritose 
“high conversion” Corn Syrup gives superior results... is 
of consistently uniform high quality. In the manufacture of 
ices, sherbets and ice cream Cerelose has won much favor... 


produces a smooth product with a minimum of ice crystals, 


Fulltechnical service, no obligation 


CORN PRODUCTS REFINING COMPANY, 17 BATTERY PLACE, NEW YORK 4, N.Y. 
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There is no substitute for 
MINERAL 


QUALITY ... FOR ICE CREAM « BUTTERMILK + COTTAGE CHEESE « CHOCOLATE MILK 


| HORNER SALES CORP. 


soon as possible. That evening, the Press also carried a 
umilar story, and boy, that fixed it. 

“As you can see, the ad nechanics were simple enough. 
I just clipped the original news item from the paper, pasted 
it down on a sheet of card, and roughly lettered in the 
copy “Down but not out.” A rough sketch of the cone, 
plus a couple paragraphs of copy, and it was ready for 
presentation to Harold and Bardy the next AM. It went 
to the paper the next day. 

“We used a three-column, nine inch ad, so that the story 
would show up, and the Press gave us good location. 

“What prompted the papers to give the demise of the 


nickel cone news prominence, was a combination of several 


PITTSBURGH 8, PA. 


s 


factors. First was the long-drawn-out milk strike that had 
us all hanging on the ropes for three weeks in June. 

"This was followed by an almost automatic price increase 
in milk and cream, which in turn was followed by an in- 
crease by wholesalers in the price of ice cream to their 
dealers. Most dealers had long since quit making nickel 
cones, and any about the fringes that were still doing so, 
stopped at once. 

“Our attitude now is that we will make a nickel cone as 
long as we have stores in which to sell them. Maybe some 
day we may be forced to abandon that nickel treat, but 
we're hoping that day never comes. 

“That's about all there is to the story.” 
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NO REBUILDING te install a King System 


Years of 


Goldenrod’s Way 
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solids, etc. In our experiments, we have found that a very 
dry, 6 per cent mix gives the best results. This mix is 
frozen and sold to the retailer in its frozen state at $1.35 
per gallon. We suggest the product be sold in an edible 
cup. We have worked out the cost of a 16 dip and 
cup cost combined to 4.76c which gives the dealer a 100 
per cent mark-up on a Ic sale and still allows for loss 
due to overdipping and waste. A very thick malted—so 
thick it cannot be drawn through a straw—can be made 
on this machine at a surprisingly low cost. The product 
may be dispensed on pies, in sundaes or parfaits, or in 
cartons for carry out. It must be admitted, however, that 
none of our dealers are taking advantage of this last item. 

In order to get the maximum benefits from this machine, 
several factors must be kept in mind. First and foremost, 
the frozen product must be kept at the proper temperature, 
that is, between 6 to 10 degrees above zero, which is, after 
all the average temperature recommended for bulk dip- 
ping. Next, the dispensing canisters must be kept cold, 
and in making a milk shake, the colder the milk the better. 
If these conditions are met, the resulting product will be 
cold (approximately 19 degrees above zero) and tasty. 

Endless combinations can be made by the introduction 
of cherries, strawberries, dry cereal, etc., the number and 
variety being limited only by your own imagination. The 
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cost of such additions in negligible, one-half a cherry for 
instance, will generously flavor a 16 dip. 

In conclusion, the fact must be faced that soft ice cream 
or similar dairy products are extremely popular in areas 
where it is available; thar sales of frozen ice cream are 
decreasing as evidenced by the 2.51 per cent decline in the 
hirst eight months of 1949 as compared with the same 
period of 1948 Whar can be done about it, you ask? 
I don’t pretend to be a seer, but here are some suggestions 
for your consideration: Longer store hours for retailers; 
too many stores, drug stores in particular, are closing too 
early and too often; we sympathize with the druggists 
desire for shorter hours, but business no longer comes to 
one; it is necessary to go out and get it; educate your soda 
fountain operators in the profitable operation of the foun- 
tain; the next time a dealer tells jou he is throwing out 
hus fountain, show him the Parafhned Carton Research 
Council's report which states that the soda fountain is the 
main source of drug store trafhe, averaging 39.2 per cent 
of all sales transactions in an S-<city survey; in short the 
potentially most profitable department in the drug store; 
constant, aggressive, well-planned advertising using media 
best suited to your needs; new items—we manufacture 
some twenty different items not counting flavors; and final 
ly cleanliness of operation particularly in the ice cream 
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GRAPHIC description of ice cream manufactur- 
A ing, milk processing and dairy farming is contained 

in a three-dimensional education project known as 
the “Class Workit” designed for distribunon to the nation’s 
classrooms. These packets have been made available to 
ice cream and dairy manufacturers as part of the Public 
Relations Program of the Internanonal Association of Ice 
Cream Manufacturers and their industry-wide program 
sponsored jointly with the American Dairy Association, 
In this work, these two organizations have the cooperation 
of the National Dairy Council and the Milk Industry 
Foundation. 

With “Class Workit” students in the 
able to assemble a three-dimensional model of a multiple 
dairy plant and study the flow of milk from dairy farm 
to ultumate consumer in the form of fluid milk and ice 
cream. 


classroom are 


The package also contains a supplement for teacher 
use giving the details of the construction of the project 
It is accompanied by two 
pamphlets, one dealing with facts of interest on milk and 


and suggestions for its use. 


the other dealing with similar information on ice cream. 
All three of these publications were developed by staff 
members of the Laboratory School of the University of 
Chicago, working with staff members of the dairy industry 
organizations. 


The Dairy Goes To School 


The student of today is the 
consumer of tomorrow. 
With that philosophy in 
mind, four national dairy 
organizations have devel- 
oped a program to further 
krowledge and conscious- 
ness of dairy foods in the 
nation’s 165,000 schools. 


This unique presentation of the workings of a dairy 
farm, including the machinery and plant processing which 
milk must go through from the farm to the consumer, 
provides an interesting “learn-by-doing” method for grade 
school students. The “Class Workit” is not designated 
to replace plant visitation but to supplement school work 
and held trips in order to extend the learning experience. 

It is hoped that at the completion of a pilot experiment, 
the industry goal can be set to reach 100,000 classrooms in 
the 1950-51 school year. Cost of the project will be 
borne equally by the four sponsors. The cost will ap- 
proximate fifty cents per class, including the teacher supple- 
ment, the background information booklets and the post- 
age. Kits will be supplied to the schools free of charge. 

It is the eventual goal of the four sponsors to reach 
all of the nation’s 165,000 schools at the fourth or fifth 
grade levels. Kits will be supplied each year to the teach- 
ers at these levels so that the classrooms approach can be 
made with fresh materials as new children reach these 
grade levels. 

Another suggested use for the “Class Workit” is as a 
model for use in the plants of ice cream and dairy manu- 
tacturers. It can be utilized as a permanent display to 
explain the production operation to visiting groups. Sub- 
sequent tours of the plant will prove of greater value to 
these visitors, thereby resulting in the creation of un- 
precedented good will tor the dairy manufacturer. 
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WHEN YOU GO THE 


BERMUDA is only half of your vacation 
; adventure when you sail on the pleasure-planned 
: “Queen”. The other half is the wonderful 

trip to and from the peaceful islands on the giant 
luxury liner that's been desi especially 

for care-free holidays. Just think of it... 
glorious days relaxing at sea . . . broad 
breeze-swept sports decks . . . a shimmering 


salt water pool . . . sumptuous lounges 


and intimate cocktail bars . . . top dance 
orchestra and a varied entertainment program . .. 
every stateroom with private bath. And the 

best part is that your vacation doesn’t end 
when you leave Bermuda . . . you still have 

the exciting return trip on the ship that’s just 
waiting, with a congenial crowd of shipmates, 
to give you the time of your life. 


A CORDIAL WELCOME 
awaits members of the 


ICE CREAM INDUSTRY 
When they beerd their Cruise Ship October 21, 1950 


FURNESS BERMUDA LINE 
24 WHITERALL STREET, NEW YORK 4, 
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We hope you re planning to attend the Dairy Industries 
Exposition at Atlantic City (October 16-21) .. so please 
accept this invitation to stop first at Bastian-Blessing’s 
huge Booth No. 400, ;ust co the left of the main entrance, 
where you will see the most beautiful and complete soda 
fountain equipment ever presented. 

Watch the revoluuonary Bastian-Blessing Twin-Serv 
«xia fountain im action. See the scores of new features 


the BIG ATTRACTION 


at the DAIRY SHOW 


October 16-21, 1950 


that Bastian-Blessing has built into its 1951 models. 

Have 4 treat on us at the fountain all America is talking 

about. You ll carry away an entirely new concept of 

what a truly modern soda fountain can do to attract 

customers... to encourage new operating efhcrencies 
and to build profits for its owners. 


If you can't go to Atlante City, get in touch with our 
distributor or write us for a new catalog. 


4215 W Petersen Ave . Chicage 30. Ii! 


Qvolified Sales and Service Ovtlets in all Principal Cities 
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for home use than any other class of store. The drug store 
seems definitely to have fallen into second place. 

As might be expected, the appeal of price is featured. 
But it is not emphasized to the exclusion of other con- 
siderations. 

The large food retailers seem to have an eye to brand 
reputation. And they certainly give due consideration to 
the reliability of the local ice cream manufacturer and 
the service he renders. 

In observing the influences that cause the consumer to 
buy ice cream, a recent study shows the relative importance 
of four factors, as follows: 


1. Convenience 41.4°. 
2. Brand preference 39.5", 
3. Special quality 12.3", 
4. Low price 6.85 


It is encouraging to note that low price is, in itself, a 
relatively unimportant factor. It is natural that con- 
venience should rank high, and it is encouraging that 
brand preference also stands high—a preference which, we 
may assume, grows out of the honest, continuous efforts 
of an ice cream manufacturer to win the allegiance of the 
consumer by continuously supplying ice creams of high 
excellence. 

There has been a recent trend in super markets to stay 
open a couple of evenings per week. This has increased 
the total volume of business done. Burt it has not increased 
the proportion of ice cream sales, as compared with the 
sales of other food products. 

It would seem that they can profit by more active point-— 
ot -sale merchandising. 

More than 75 per cent of food store shoppers do not 
have a written list. They are prone to buy those items 
that most attract their attention. It would be highly 
profitable to the food store operators to attract his atten- 
tion, powerfully, to ice cream since it yields them 30 to 
35 per cent profit, as against an average of 18 to 22 per 
cent on other lines of foods. 

Some food store operators are becoming keenly and 
enthusiastically conscious of the opportunities in selling 


combinations of soft drinks and ice cream—the latters in You do not have to own a year's 

half-gallons, possibly—to be used in serving kitchen-foun- of cans at any one time. 25% of your 

tain sodas in the home. can requirements will be delivered in 
It may be possible to operate soda fountains in certain each colendor quarter of the year. 

very special types of food stores or super markets. But to aun 

do so, in most of them, would bring headaches to food 

store management that they would rather avoid. 135 SOUTH LA SAMLE ST., CHICAGO 3, W484 
There are, however, in America, over 43 million kitchens 

in which ice cream sodas—soft drinks and ice cream com- sew MAVEM, COMMECTICHWF 


binations—can be served. In these 43 million kitchens, 
not only food stores, but every other type of store handling 
ice cream and soft drinks can make large volume sales 
continuously every month in the year. 


Alse Distribeted by 


CHERRY-BURRELL CORP. © The CREAMERY PACKAGE MFG. CO. 


Branches in Principe! Cities 
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the commission to 15 per cent. This agreement has worked 
out satutactomly for us and for the outlets, with one ex- 
ception. We haven't been able to get together with the 
movie theatre owners. The trouble is, they want as much 
as 25 w &) per cent commision, and we can't operate 
profitably on that kind of a margin. 

Question: Is that the major obstacle you have encoun- 
tered in trying to place your machines” 

Answer: Generally speaking, yes. As a matter of fact, 
there isn't much resistance at all to the installanon of ice 
cream vending machines. The factories, for example, 
actually welcome these units, and don't require payment 
of any commissions at all, They fee! that the availability 
of refreshment on the premises saves man hours. Employees 
don't take time out to leave the plants when they need 
a between-meals pick-up. They go for the ice cream 
instead. And incidentally, they really go for it in factories. 
In one plant last December, factory workers inserted $900 
in dimes in our machine. That's a lot of ice cream. You 
might say that the best locations for ice cream vending 
machines are places where assembly-line work-—-concen 


4 trated work—-is necessary. These places usually provide 
ee a “time out” period each morning and afternoon for the 


laborers, and that’s the opportunity to sel! ice cream. 


Question: Can you te'l us something about your dis 
tribution system? 

Answer: Well, we keep about 2,000 dozen cups im an 
Amerio reach-in cooler located in our storage center just 
down the block. Our four dry-ice refrigerated trucks each 
have a capacity of 300 dozen cups and from May to Octo 
ber they'll wisit each stop daily. It requires one man to 
handle about 4) machines, we've found. He can cover 
a radius of from forty :o sixty miles, depending on the 
number of machines in his area 

Question; What happens if a machine runs out during 
the day? 

Answer: In large factories, such as Worthington Pump 
in Harrison, New Jersey, that sometimes happen. When 
it does, we send a special driver to the location and he 
te-loads the machines. Often as not, two visits a day are 
necessary to plants of this size. 

Question: What about your servicing setup? 

Answer: Our delivery men take care of minor repairs, 
and if more extensive work is required, it's taken care of 
by the vending machine manufacturer. 

Question: How does your collection system function? 

Answer; When the service man fills the machine, he 
leaves a slip noting the pumber of cups stocked. On a 
later visit, he'll make a tecord of the number sold, and 
bring the money to our office, where ic will be counted. 
Never, under any circumstances, is money counted at the 
location of the vending machine. 

Question: How do you solicit new locations? 

Answer; One method that we've used involved the hir- 
ing of three college girls who visited prospective accounts 
and talked up the advantages to them and to their em- 
ployees of the installation of ice cream vending machines. 
We paid these girls a base salary of $50 per week and 
generous commissions. Often they were able to earn as 
much as $100 or more per week so they went about their 
duties rather enthusiasticaily. 

Question: Well, to judge from these notes, you've really 
given us—and our readers—a wealth of information about 
this important and timely topic of automatic ice cream 
merchandising. Would you care to supplement this with 
your opinion as to the future of this method of selling ice 
cream? 

Answer: Obviously, we believe in automatic vending, 
and we feel that the application of its principles to ice 
cream sales can be an important factor in winning new 
customers and achieving additional gallonage for the ice 
cream manutacturers. We're satished with the progress 
we've made in this field, and we hope to expand even 

further. We hope to increase the number of outlets in 
which we've placed automatic ice cream vending machines 
from 100 to 200. And there’s plenty of room for even 
more machines than that. Why, in the New York area 
alone, there are 6,000 locations just crying for ice cream 
vending equipment. In other parts of the country, there 
must be similar potentialities. The ice cream manufacturer 
ought to look into this situation, because this is the era of 


automatic vending and he doesn’t want to be left behind. 
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NEW INSTALLATION et the Meyflower 
Cream Corporation plant © Long 
island City, New York. ic the brine 
tent pictured ot the left of the adjacent 
photograph. wes menufectured by 
Lerrie Equipment Company, 
Texas. The Lamson novelty production 
setup is also Hustreted. Complete in- 
stalletion was made by the Joe Lowe 
Ceorperetion. 


MAYFLOWER FLOURISHES 


A N example of an independent ice cream organization 


that keeps pace with modern developments in the in- 
dustry us the Mayflower Ice Cream Corporation, lo- 
cated in Long Island City, New York. In these days of stiff 
competition, it requires great ingenuity to achieve success, 
burt this firm has done it and Ice Casam Fito arranged 
a visit to the Vernon Boulevard plane in order to find out 
how. 
A talk with Jacques Friendly, President of the company 
that was founded in 1938, provided the answers. Here's 
what we learned: 


No Frills 


As a comparatively young ice cream concern, Mayflower 
found that it was wise to concentrate on doing just the 
job it was organized to do: manufacture a good quality ice 
cream and merchandise it properly. No fancy frills, no 
gimmicks, no extremes. Just a routine operation, but one 
in which efficiency is sought for and achieved. 

Mr. Friendly pointed out that a fourteen per cent butter- 
tar content and eighty per cent overrun account basically 
tor the quality of Mayflower ice cream. About forty per 
cent of the firm's production is in bulk, and the remaining 


ANOTHER ADDITION te the Mayflower plant 6 the King Sharp 
Freese rapid hardening system provided by the King Company, 
Minnesote. A unit of the iustrated in the phote 
thewing @ section of the Mayflower hardening room 


sixty per cent is packaged ice cream, including a complete 
line of Joe Lowe novelties and specialties. The average 
retail price of Mayflower bulk ice cream is forty-five cents 
per pint and the packaged variety sells for forty cents per 
pint. 

Approximately 10,000 gallons of ice cream are manu- 
factured daily in the Long Island City plant. Forty plant 
employees are utilized to maintain this capacity preduction 
schedule, and ten additional personnel take care of the 
distribution phase of this ice cream operation. 

That economy in production has been achieved is a 


on page 71) 
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*"Body* and “*texture*® are often confused ; 
they are not the same. 


BODY 
One test for body in ice cream is this: 
with your tongue press the ice cream against 
the roof of your mouth. It should offer 
some resistance. On the other hand, it 
should not be so hard that it won't flatten 
out. Body refers to the consistency or 
firmmess of ice cream. 


TEXTURE 
Texture refers to the finer structure of 
ice cream...smoothness or coarseness... 
how it feeis to the tongue. 


Tou can have good body, 
oor texture, or vice versa 
In general, body is concerned with the in- 
gredients that go into the mix—the quality 
of the ice cream as a whole. And, in gen- 
eral, texture is concerned with the size, 
shape and arrangement of the mix ingre- 
dients during and after freezing. Hovw- 
ever, almost every factor entering into 
ice cream manufacture—materials, proc- 
essing, freezing and storage—affect both 
body and texture. 
Stabilizer flike Swift’ 10X) 


ne? 


are i } nt to body anc texture 
More than any other ingredient, a good 
Stabilizer guards the body and texture 
from the time the ice cream leaves the 
freezer until it is served. Ice cream 
that's excellent when frozen may be only 
mediocre when served. Stabilizers tend 
to maintain during storage the desirable 
body and texture characteristics estab- 
lished during compounding, freezing, and 
hardening of the ice cream. 
Common body defects 
body—This is a heavy-body condition 
and often associated with low overrun 
in proportion to the total solids in the 
ice cream. Other causes are? 
(1) High milk-solids-not-fat, plus high 
sugar content ; (2) Freezing at too low a tem- 
perature when using a continuous freezer. 
Weak body—This may be caused bys: 
(1) Insufficient stabilization; (2) Low 
total solids; (3) High overrun. 
Fluffy body—This is the direct opposite 
of soggy body and is due to (1) low solids 
content or (2) excessive overrun. 
texture defects 
Coarse Pesan is the most common 
of a ice cream defects. It means the 
presence of large ice crystals. Such ice 
cream usually seems colder to the tongue. 
Possible causes: 


ice cream body and texture ? 


(1) Insufficient stabilisation; (2) Low 
total solids; (3) Improper homogenizsa- 
tion; (4) Improper freesing—draving ice 
cream too soft from freeser; (5) Heat 
shock—re-hardening soft ice cream. 
Crumbly texture—Even though the ice cream 
is crumbly, it may not be coarse. Crumbly 
texture may be caused bys: 
(1) Improper stabilisation: (2) Low su- 
gar content; (3) Too high homogenizing 
pressure; (4) Too high overrun. 
Buttery Texture—This defect is charac- 
terized by a layer of fat that adheres to 
the roof of the mouth when the ice cream 
is eaten. It is often caused by poor ho- 
mogenization, slow freezing or excessive 
whipping. 


“Velox 

Gelox aids greatly in produc- 
ing strong body, smooth texture 
and keeping the ice cream in that S 
condition until served. This 
ability depends on two quali- 4 
ties: (1) Gelox is a properly : 
balanced stabiliser, and (2) the 


several different mechanical ways it in- 
proves and protects the ice cream. 


When comparative tests of ice cream are 
made, the ice cream should be subjected 
to conditions comparable with normal han- 
dling procedures. In other words, the 
tests should be as nearly as possible on 
the basis that ice cream is generally held 
and served. 


This kind of test is one reason why hun- 
Greds of ice cream manufacturers prefer 
Gelox. They say it gives their ice cream 
@ distinctive, strong body and an extra 
Smooth texture—then keeps it that way. 


Order « trial shipment at the quantity price for teeting in 
your own plant. If net seatiefied. you eay return the anused 
product for credit at our expense 
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Hearing Scheduled For 


public hearing on the proposed Federal standards 
Ar we cream and related foods has been scheduled 
tor November 13, 1950. It will be held in Room 
5140, Federal Security Building, Washington, D. C., with 
Edward E. Turkel serving as presiding ofhcer. 
Announcement of the hearing by Federal Security 
Agency Adminutrator Oscar R. Ewing came as a surprise 
to many industry leaders who had assumed the subject 
would not come up for discussion with government officials 
until 1951. The Committee on Definitions and Standards 
of the International Association of Ice Cream Manufac- 
turers has been studying the question, however, and is 
prepared for an all.out effort to seek legislation beneficial 
to the industry. Vice President Ridgway Kennedy, Jr. is 
head of this committee, Special counsel Charles M. Fis- 
tere has been working with and advising the committee. 


The November session will be the second hearing on the 
government proposals. The first series of meetings was 
held trom January 5 to April 12, 1942, but was concluded 
without the establishment of Federal ice cream standards. 
Postponement of such legislation was attributed to the 
limitations imposed by World War II. 


IAICM Analysis 


Announcement for this year’s hearing was made in the 
Federal Register, sue of August 8 The government's 
proposals, as originally rendered in November, 1941, as 
well as tentative standards proposed by the Food and Drug 
Administration on the basis of testimony introduced in 
the 1942 hearings, were also published. 


Following is an analysis of the situation as prepared by 
by the International Association of Ice Cream Manufac. 
turers. The proposed regulations of the goverament are 
summarized according to subject matter. With respect to 
each subject, the paragraphs in italws represent the posi- 
non taken by the LAICM ar the first hearing. or in a few 
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cases, later action by the Poard of Directors of the Asso- 
ciation. 


Products Covered 


It is proposed to establish definitions and standards of 
identity for: Ice Cream, Frozen Custard, Fruit Sherbet 
and Water Ices. 

The Association, in addition to the above, had proposed 
the establishment of a standard for lee Milk aad a sand. 
ard for Frozen Confections (quiescent products). See also 
later discussion under “Non-acid Sherbets.” 


Butterfat 


The government proposes that Ice Cream shall contain 
not less than 12°. by weight of burterfat and not less than 
6°. by weight of MSNF. 

The Association proposed and supported a 10°~ mini- 
mum of butterfat and did not advance any particular mini- 


mum for MSNF. 
BF Reduction for Bulky Flavors 


The government proposes a reduction in butterfat and 
MSNF for fruit, nut and chocolate Ice Cream in an 
amount represented by the added flavoring materials but 
not below 10°, BF nor 5°, MSNF. 

The Association supported a permissive flat reduction 


of 


Weight per Gallon and Total Solids 


The Government now proposes that Ire Cream contain 
not less than 1.6 pounds of solids and weigh not less than 
4.5 pounds per gallon. 

The Association advanced and supported this proposal 
at the first hearing. 


Dairy Ingredients 
It is proposed that the following are the suitable dairy 


ingredients in Ice Cream: Cream, butter, milk, concentrated 
milk, evaporated milk, sweetened condensed milk, dried 
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Mathieson Dry Ice Service is based 
on |? modern warchouses strategically 
located to give you swift, reliable, 
profit-saving delivery. 

But Mathieson Dry Ice Service goes 
beyond delivery. It includes friendly help 


from experienced salesmen on methods 

for icing trucks, sawing and storing ice, 
retarding evaporation and the design 

and application of equipment. 

An inquiry can turn your wants into reality, 
Why not drop us a line today or get in touch 
with your local Mathieson Dry Ice Man? 
Mathieson Chemical Corporation, 

Mathicson Building, Baltimore 3, Maryland. 


Charlotte, N. C. 
Choettancegea, Tenn. 
Greensboro, 
Jacksonville, 
Knoxville, Tenn. 
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milk, concentrated (evaporated or condensed) 
superheated condensed skim milk. sweetened 
skim milk, dried skim milk (nonfat dry milk 


buttermilk, dried sweet cream buttermilk, sweetened skim 
milk which has been concentrated and from which part of 
the lactose has been removed after crystallization. Liquid 
buttermilk and buttermilk which has been reconstituted to 
a total of 8.5°), solids, may have an acidity of not more 
than 0.17 nor more than 1,000,000 bacterial count per c.c. 

The only differences between the above and the Associa- 
tion's position are (1) the Association proposed that any 
of the dairy ingredients from which lactose had been re- 
moved without specifying the method, was suitable for use 
in Ice Cream and (2) the Association did not suggest 
acidity or bacterial limitations for buttermilk 


Vanilla and Vanillin 


The government's proposal treats vanillin as any other 
artificial flavor. That is to say, its presence would have to 
be declared by the :we of some such words as “artificially 
flavored” whether vanillin is used exclusively or in com. 
bination with vanilla beans. 

The Association proposed that where the majority of the 
flavor strength was derived from vanilla beans and vanillin 
added as a fortifier, the presence of the latter could be de- 
clared simply as “vanillin” or “with added vanillin.” 


Fruits, nuts, chocolate, cocoa, confectionery, natural 
food flavoring and artificial food flavoring are proposed as 
optional ingredients in Ice Cream. (See. however, Fruit 
Sherbets). Contrary to the original proposal no specified 
minimum percentage of fruits and nuts is proposed. In the 

case of chocolate or cocoa, di-sodium phosphate may be 
sal in an amount not exceeding 0.2°). The fruits used 
may be fresh, frozen, canned or dried; pectin may be added 
and the fruits acidulated with citric, tartaric, malic or 
lactic acid. 

The foregoing corresponds almost identically with the 
Associations’ proposals. 


Stabilizers 


It is proposed that the following are suitable: gelatin 
(with or without monoglycerides or di-glycerides), algin, 
extract of Irish moss, psyllium seed husk, agar-agar, gum 
tragacanth, gum acacia, gum karaya and locust bean gum. 
The foregoing alone or in combination may be used but 
in an amount not exceeding 0.5°;.. Such ingredients may 
be mixed with dextrin. 

At the original hearing the industry supported the in- 
clusion of all wholesome stabilizers while the various sup- 
pliers of individual stabilizers presented their own evidence 
in support of inclusion of their particular stabilizer. The 
list now proposed corresponds to those proposed at the 
first hearing. Since that time, however, CMC has come into 


extensive use. 
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COCOAS - COATINGS + LIQUORS + BLENDS OF 
COCOA AND UQUOR FOR THE ICE CREAM TRADE 


BLUMENTHAL BROTHERS — 
Margoret & James Sts, Philo. 37, Pa. | 


Sweetening Ingredients 

The following are propesed as suitable in Ice Cream: 
Sugar, dextrose, invert sugar, corn syrup, dried corn syrup, 
maple syrup, maple sugar, honey, brown sugar, malt syrup, 
dried male extract, molasses. 

The Association proposed and supported all of the fore- 
gomeg. 

Color 
It is proposed that color may be added. 
The Association proposed and supported the use of color. 


Mild Alkalis and Salts 


The proposals give no recognition whatsoever (aside 
from the use of di-sodium phosphate in chocolate Ice 
Cream) to the problems of standardizing the acidity of 
Ice Cream mix or the restoration of salt balance. 

The proposed findings (see Nos. 27 28) which are 
supposed to support the exclusion of mild alkalis and salts, 
even in the limited amounts proposed by the Association, 
suggests an unreasonable appraisal of the evidence in sup- 
port of the practice of standardizing the acidity of Ice 
Cream mix and the use of netural salts in overcoming an 
unbalance of salts in the mix. This evidence consisted in 
part of testimony of some of the foremost teachers of Ice 
Cream Manufacturer in the United States, and the tesii 
mony of a score of highly reputable Ice Cream manu 
facturers. 

The Association had supported a provision which would 
have permitted the addition of certain harmless optional 
ingredients for the purpose of controlling the viscosity, the 
adjustment of protein stability and pH of the mix. These 
optional mgredients were certain specified mild alkalis and 
neutral salts, with several limiting factors on the extent of 
thew use, in order to prevent abuse. 


Fruit Sherbets 
It is proposed that the dairy ingredients used in sherbet 
are the same as for Ice Cream. According to the proposal 
sherbet must contain at least 1°; of butter‘fat but not more 
than 2°). and may not contain more thar 1), total milk 


solids. The titratable acidity of fruit sherbet must not be 
less than 0.35°,. Color and specified food acids are per- 
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mitted. Sherbet must weigh not less than 6 pounds per 
gallon. The fruit and fruit juice ingredients of sherbet 
are the same as for Ice Cream; that is, they may be fresh, 
frowen or canned. Fruit juices may be “concentrated.” 

The Association proposed that natural food flavors and 
artificial flavor ave sustable mgredsents for sherbet. Not 
only is there no recognition of these mgredients in the pro- 
posed sherbet standard but a finding of fact on the sub- 
pect (No, 34) is to the effect that extracts and emulnons of 
citrus cals are unsuitable for use in sherbets eather in the 
presence or absence of fruit or fruit juice because such 
products, according to the government, enhance the fruity 
characteristics of the product and would tend tu deception 
of the consumers, 

Non-acid Sherbets 

The proposed sherbet standard as indicated above is 
limited to fruit sherbet. But one of the proposed findings 
(No. 44) is to the effect that non-fruit sherbets such as 
mint, tea gingerale, chocolate, and vanilla, would be legiti- 
mate articles of commerce if they are made so as not to 
sumulate Ice Cream. Assumedly a product containing 2°; 
BF and 3. MSNF flavored with vanilla or chocolate if 
properly labeled as to ingredients could be shipped in 
interstate commerce as “Vanilla Sherber” or “Chocolate 
Sherbet.” 

The Association proposed that a definition and standard 


of identity be established for Ice Milk providing for a 
butterfat content of 3° and a maximum of 


and containing not less than 1.3 pounds of total food soitds. 


Water Ices 


The proposed standard for Water Ices is the same as 
for fruit sherbet except that no dairy ingredient is present. 
Color and food acids are provided for and an acidity of nox 
less than 0.35. 

The same comments regarding the Association's postion 
on the use of extracts and emulsions in Sherbets, is ap- 
plicable to Water Ices. 


Other Issues Not on Record 


The use of emulsifiers in Ice Cream has come into some 
use since the 1942 hearing. There were therefore no evi- 
dence on the subject in the record and consequently no 
findings. 

The use of vegetable oils in products simulating Ice 
Cream has emerged somewhat since the first hearing. The 
International Association of Ice Cream Manufacturers is 
on record as opposing the conferring of legal legitimacy on 
such products. The Food and Drug Administration has 
stated that it regards such products as adulterated under 
the Food and Drug Act. Nevertheless, preparation of 
evidence to oppose any proposal to give legal recognition 
to such imitations is necessary. 


How to get More Profit from 


CONDENSED 
ICE CREAM MIX 


Better flavor and large savings in transportation cost 
result when ice cream mix is condensed in a country 
plont and shipped in concentrated form. 

Mojonnier Vacuum Evaporating Equipment makes 
this saving extremely practical, because it is de- 
signed to condense mix with a minimum time of 
exposure to heat, thus preventing loss of flavor. 
At Mojonnier you'll find long experience plus a com- 
plete line of evaporation equipment. Write today for 
information on the bes? unit for your requirements. 

MOJONNIER BROS. CO. 
460) WEST ST. CHICAGO 44, TLLINOTS 


Mojonnicer 


Dewble 


OVERRUN TESTERS 


BALANCE 


VACUUM EVAPORATING UNITS 


MOJONNITR WIDELY USED ENGINEERED EQUIPMENT INCLUDES: COMPACT COOLERS © 
TUBULAR HEATERS © 
PROCESSED CHEESE KETTLES 


TESTERS COLO-WALL TANKS © 


TANKS BUTTER PRINT SCALES 


ice Cream September 1950 


CONVEYORS 
INTERNAL TUBE COOLERS @ FILLERS @ CASE WASHERS © PRODUCERS COLD- WALL TANKS © CUT.WRAP MACHINES 


CULTURE CONTROLLERS 
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25th Anniversary FOUNTAINETTE 


Help your retailers sell more bulk ice cream by 
helping your dry steps add a variety of profitable 
ice cream dishes and “walking” sundece to their 
menue—witheut costly installations er remodeling. 


A Helmeo-Lacy Fountainette turns any eandard 
freezer cabinet inte « profit producing fountain— 
and it peys for iteelf out of increased bulk volume 
in former dry stops. 

The Fountainette is attractive ond rugged—includes 
special stainless aluminum alley cabi 


Write now for full details — and your cost 

1215 FULLERTON AVENUE, CHICAGO 14, ILLINOIS 
EASTERM SALES OFFICE, 122 25h STREET, MEW YORE 10, EW YORE 
WESTERN SALES OFFICE, 950 FLOWER ST, LOS ANGELES 15, CALIF. 


Cow Bell Stops Them 


Dare é. 


twelve-foot counter with a six-foot return for carry-out 
service. Mr. Standley reports that his carryout business 
amounts to from ten to twenty per cent of his total ice 
cream sales. Cone business is also good, he added. 

Store hours are from 10 A.M. to 10 P.M. on weekdays, 
and from 2 P.M. to 10 P.M. on Sundays. Heaviest trafhc 
cay is Sunday. 

The Cow Bell operates with two managers, three 
waitresses, one dishwasher (he has 
an automatic dishwashing and gar- 
bage-disposal unit in the kitchen 
where glasses, dishes, and silver are 
sterilzed in 190 water), and a part- 
time janitor. During the summer 
months, curb service is available, 
and two additional persons are em- 
ployed for this department. 

The place is thoroughly sanitized 
every night. The floor is scrubbed 
and the windows are washed daily. 

The Cow Bell serves as an experi. 
ment station or testing ground for 
the Reiss Dairy ice cream and s)er- 
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ster! syrup pump, Beard of Heakth approved—four 
40 os. china bowls for favors, metal covers and SS. 
ladies. SS. pumps are alse ewvaileble for these bowls 
18.8 stainless steel two quart milk storage well. 


Remember, your bulk ice cream volume will go up 
when you add the euntainetie te your merchandix 
ing program—deo what ice cream manufacturers all 


ever the country are doing—merchandise with the 
Helmeco-Lacy ountainette. 


bet products. And the retail store is not only a prohtable 
operation, Mr. Standley points out, but it is an efhcient ad- 
vertising device for the firm's wholesale ice cream-—the 
Jo-Kay brand. Periodic newspaper advertisements comple- 
ment the Reiss Dairy promotion program. 


5,000 Entertained in 1949 
Mr. Standley often entertains service clubs, schools, and 


other groups at the Cow Bell, after which the guests are 
taken on a tour through the dairy plant. Approximately 
5,000 people were so entertained during 1949. 
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Mass Selling 


or any other company which plans its advertising and sell. 
ing without taking into account the tremendous influence 
on sales of the mass outlets offered by these food centers. 
As a matter of fact, the super markets were instrumental 
in beinging about mass distribution and volume sales to 
manufacturers. The smaller retailers who at first feared 
the competition of the larger stores found instead that 
larger-volume sales of the items they stocked created a 
demand for the brands. The manufacturer knows chat 
the more exposure there is of his product to the consumer, 
in whatever type of outlet, the more opportunities there 
are for greater sales and lower distribution costs. 
Sunilarly, the drug and cosmetic manufacturers for a 
long time also held aloof. The super markets, however, 
determined to install drug and cosmetic departments and 
went ahead at great trouble and expense to obtain their 
drug and cosmetic requirements from outside sources. The 
volume grew-—-it grew to even greater proportions than 
was believed possible. Then drug and cosmetic manu- 
tacturers awoke to the fact that they were making a serious 
blunder. Today, as far as we know, there are only one 
or two drug and cosmetic manufacturers who still hesitate 
to sell the super market on a direct basis. Even these 


FOR MAKING BETTER NUT ICE CREAM 
Use Nutmeats Prepared 
Especially For You 


Finest Quality at Low Cost 
Specialising in 
Buttered Select Pecans 


Use these delectable, richly buttered pecans for 
superior quality “Butter Pecan” 


Buttered Toasted Almonds 


| Here is « delicious nut flavor now enjoying « 
| new high of popularity 


Toasted Chopped Nuts 


| A tasty nut mixture, without peanuts, suitable 
| fer numerous nut favors 


Your erder will be freshly prepered. 
im ait teght shipping containers. 
end rushed te you by fertest meens. 


WRITE FOR PRICES TODAY 


ASSORTED NUTMEA 


COMPANY 


4106 Main Street Pittsburgh 24, Pa. 


few are on the sidelines, trying to find ways and means 
to do this and still maintain peace among their other cus- 
tomers. 


The ice cream manufacturer certainly cannot afford to 
sit on the sidelines any longer. The market is too great 
and the possibilities are even greater in the super market. 
He will find, as many have already found, that there is 
absolutely nothing to lose. He will find chat the resistance 
of his present customers will melt away, because the stress 
of other types outlets is generally on bulk sales and on-the- 
these offer the retailer the 
highest profit, particularly when used in ice cream sodas 
and sundaes. The super market concentrates on the mass 
merchandising of packaged we cream. In a sense, then, 
there is no truly basic conflict between super market sales 
of ice cream and sales of ice cream in other outlets. 


premise comsumption, 


Merchandising Help Sought 


The super market industry, however, does not ask too 
much of the ice cream manufacturer—his main desire 1s 
to obtain from the ice cream manufacturer the same mer- 
chandising and advertising help that is given to other types 
That the super market will prove a most 
powerful ally of the ice cream manutacturer in selling his 
product has already been demonstrated conclusively. Two 
years ago, the American Dairy Association, an organiza- 
tion of five million farmers vitally interested in ice cream 


ot outlets. 


as well as the sales of all dairy products, asked our coopera- 
tion in stimulating greater sales of ice cream in super 
The American Dairy Association wanted to do 
an intensive national advertising campaign in collaboranon 
with ice cream manufacturers, provided we could get the 
super markets to jor forces uw this special program 
scheduled for June and the subsequent summer months. 
Working together with A.D.A., we organized the first 
national super market ice cream promotion. 


markets. 


The groundwork was established for a sales promotion 
which not only showed the industry how to sell ice cream 
effectively, but also those related items that go with the 
use of ice cream in the home. Both ice cream manu- 
the manufacturers of the related items 
participated, in effect, putting into the field a nationwide 
sales organization which contacted the trade directly. In 
June of 1949, the super market operators throughout the 
nation were promoting ice cream and related products, 
with excellent sales results. As an example, the accom: 
panying chart (Table |) shows results achieved by Kings 
Super Markets, East Orange, New Jersey, one of the 
hundreds who participated in this particular sales promo 
thom. 


tacturers and 


So successtul was this first campaign, that in April, 
1950, the second twce cream program was released, and at 
this writing, results are coming in from all over the 
country on the success of this program. 

Look Magazine, which also cooperated actively with this 
promotion, has estimated that more than 10,700 food stores 
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EVERY BITE OF VAN. say 


participated directly. Roughly 6,500 of these came in as 
direct requests from store headquarters, while the remain 
ing promotional material was distributed through the ice 
cream companies, Borden's, Mid-West Dairy, 
Farber’s, etc. Look Magazine supplied a great deal of the 
promotional material and the food markets which used 
this material all succeeded in boosting their ice cream 
gallonage. 

A few tallies of the sales results are as follows: Boys 
Markets, Los Angeles, boosted sales of ice cream by 250 
per cent; Providence Public Market, Providence, R. L., 23 
per cent; Commonwealth Grocery Stores, Cambridge, 
Mass., 100 per cent increase, Stephenson Cash Grocery, 
Mobile, Alabama, 35 per cent; Food Fair Stores, Phila- 
delphia, 25 per cent; Central Markets, New York, 25 per 
cent increase. There were also important increases in sales 
of related products sold with ice cream. 

Why is the super market operator so enthusiastic about 
selling ice cream? 

There are three main reasons for this: First of all, ice 
cream is a perfect item for self service retailing since it 
has such a high impulse purchase value. The demand is 
strong and the turnover desirable, contributing to im 
portant extra volume. 

In addition, packaged ice cream fits in logically with 
dairy and frozen food departments. The super market 
operator has the open refrigerated cases and will stock any 
perishable item in these cabinets which can pay its way. 


such as 
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ACTUAL TASTE TESTS PROVE 
VAN-SAL IS MORE POPULAR 


It's casy to find out what vanilla YOUR public 
likes best . . . a simple Van-Sal test will prove it 
... and PROFITABLY FOR YOU, From coast to 
coast the popularity of Van-Sal Vanilla has been 
built up on flavor-preference . . . in small towns . . . 
big cities . . . country crossroads. More and more 
ice cream manufacturers the country over are chang- 
ing to Van-Sal. . . because Van-Sal is more popular 
- «+ im taste tests and sales tests. Write for the 
Van-Sal facts now ... “The Industry's No. 1 
Vanilla.” 


221 CULLERTON ROAD « 


VANILLA \CE 


A Great Name in Vanilla 


Finally, and this is perhaps most umportant, ice cream 
has been used successfully to accelerate the sales of related 
items, such as fresh and canned fruits, toppings, beverages, 
cakes and cookies, syrups, ete. A good percentage of ice 
cream is served at home with these other items in the form 
of sundaes, frappes, sodas, a la modes, and similar dishes. 
Unlike the drug store or the confectionery store, the super 
market carries all these related items, which not only reap 
added sales themselves but also stunulate greater purchases 
of ice cream. There are innumerable examples which 
testify to the extra velocity of sales on related items gained 
when promoted as a combination with packaged ice cream. 

A unique test run by Look Magazine in D’Agostino’s 
Stuyvesant Town Super Market, New York, boasting an 
annual volume of $1,500,000, shows the increases in sales 
in various food products tied in with ice cream merchandise. 
(See Table 2.) 

Another excellent example this year of how ice cream 
boosts sales of related items is that of Central Markets, 
Schenectady, New York. Actual figures taken from their 
work sheets showing the sourt in sales on individual related 
products are shown in Table 3. 

The facts presented here clearly demonstrate that the 
super market should rate highly in the mind of any ice 
cream manufacturers who seek greater volume in packaged 
ice cream. The super market offers the perfect combina- 
tion of mass selling and mass shopping which gives the 
manufacturer an excellent sales opportunity. 
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Finke's Grows 


y 


73 cents this out roll proves to be one of the biggest sellers 
un the line 

Finke is quite a student of packaging and package de- 
ugns. The head of the company is constantly experiment. 
ing with his packages, always striving fur umprovement, 
Particularly proud is he of the Forty-Nimer package de- 
signed for hum by the Marathon Corporation to sell at 
just 47 cents a quart (see accompanying illustration). 
About 10 varieties of ice cream are offered in this type of 
package. The parathned carton is used in various colors 
and patterns to denote the vanilla, chocolate, strawberry 
or other ingredients. The same designs are also used on 
the punt which retails at 25 cents. Ar least 10', per cent 
butterfat is used with overrun about 80 per cent in this 
low priced package. 

Finke believes in pushing special monthly flavors. In 
wintertime intriguing combinations are offered under the 
theory that you must give the public different flavors or 
specials all the tume to maintain their buying interest. The 
constant variety w evidenced by the fact that in addition 
to the broad package line, twenty favors of bulk ice cream 
are always carried on the delivery trucks plus innumerable 
novelties and specialnes. 

To return to the grocery store outlets for another look, 
we find the A & P and orhers sell not only a low fat but 
also a high tat product in the same stores and through 
the same cabinets. For example, a special Sealright pint 
is available at 28 cents. In the near future these stores 
expect to handle a deluxe package at 30 cents per pint. 
This brand likely to be marketed by Finke later in the 
Fall will carry the name of Oliv. Hilton (Mrs. Finke's 
maiden name). Production plans call for 17 to 18 per 
cent butterfat with an overrun of abour 50 per cent on 
this new package line. 


JOMN FINKE (left) founder of Finte: lee Cream Company, and 
William Fiete bis son end active head of the firm. pose in front of 
thee Raverea New York plent 


FRESH 
FROZEN 


Following through on this package program the com- 
pany now pushes a Party Roll retailing at 35 cents. Also, 
a half-pint package is marketed. Notwithstanding the 
heavy campaign on package goods, Finke does not allow 
his bulk to slip off. The firm puts up two and one-halt 
gallon Morris Paper Mills cans weighing 124, wo 13 
pounds each. 

It is surprising how many novelnes are produced in the 
lumited plant space at Finke's command. Modern equip- 
ment has been installed with the result that this frm’s 
drivers can offer “Popsicles” in a variety of eight flavors, 
s-ounce “Creamsicles” to retail at 5 cents, “Fudgsicles,” 
cheerios, two types of ice cream sandwiches to sell at seven 
and ten cents each (the new LeRoy direct fill sandwich) 
and even a 3',-ounce Kiddie Kup is offered. With all ot 
these items Finke continues to push his own creation, an 
ice cream fudge-<enter bar which cetails for ten cents. 

Typical examples of the moder equipment that make 
possible not only the extensive novelty production but the 
entire Finke line of ice cream products are three Vogt 
continuous freezers, and an Anderson filler and capper, 
an Anderson automatic packaging machine, a Cherry Bur- 
rell frus feeder, a Larrie brine tank, a semi-automatic 
Vitafreze unit, and complete equipment to turn out the 
LeRoy Pure Maid ice cream sandwiches and the Newly 
Weds ice cream cake rolls. 

As indicated before, success cannot be attributed to any 
one factor. Variety, low prices, more outlets in a broader 
area and better packaging cannot stand alone. They're 


aided and abetted by a constant aggressive promotion pro- 
gram. Point-of-sale displays are amply used. 
time newspaper and radio advertisuig are heavily employed. 
Right now Finke has contracted for a new television show 


that runs on Station WRGB, Schenectady, New York 


In winter- 


every Monday from 7 to 7:30 PM. Live commercials 
are used and attention is called to the fact that the ice 
cream can be bought in grocery stores as well as in the 
usual independent ice cream outlet This television pro- 
gram covers a broad marker, and is, heard and seen through 
a potential 11,000 TV sets in the area. 

Finke is highly in accord with the principle that outdoor 
advertising and signs be used to bring the buyer to the 
retailer. But he does not stop there. The most modern 
type of display cabinets are constantly being purchased 
and installed in retail outlets. In grocery stores the visual 
display cabinet is effectively employed, frequently with the 
C-Thru Lids. The closed cabinet is placed only behind 
soda fountains or tor storage purposes. In all types of 
outlets, salesmen and drivers put up displays, focusing at- 
Jiffy in. 
sulated bags are on hand to protect take-home ice cream. 

Up to date delivery equipment blankets the hundred 
mile area reached by Finke. Nine trucks are on the roads 
daily carrying an unusually large inventory so that dealers 
may stock the broadest possible variety. 


tention on the variety and specials available. 


Variety supported by attractive prices, year-round mer 
chandising and advertising are the reasons for Finke's 
steady growth. 
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tribute to the sound planning of the Mayflower executives, 
including, in addinon to Mr. Friendly, Secretary Hyman 
Besen and Treasurer Max Doner, for labor costs have 
risen more than 100 per cent in the last ten years. Today, 
the girls working in the plant earn an average of $1.22 
per hour. Drivers are paid on a weekly basis. 

Another contributing factor to the minimizing of pro 
duction costs effected at Mayflower is the policy of con 
stant surveillance of the equipment to detect machinery 
that has become outmoded or otherwise impractical for 
use in a modern ice cream plant. In keeping with this 
policy, Mayflower recently made two key installations of 
modern ice cream plant equipment 


Brine Tank and Hardening System 


One is a brine tank which is essentially automatic in 
operation. The molds are mechanically lowered into and 
pushed across the brine, and then lifted and conveyed to 
the defrosting tank. More rapid production of ice cream 
on-a-stick and reduced labor costs have resulted, according 
to Mr. Friendly. 

The other recent innovation is a rapid hardening system 
which has increased the hardening capacity for the May- 
flower firm, and has also cut down power and maintenance 
costs. 


2,000 Stops 


Mayflower ice cream is delivered to more than 2,000 
retail outlets by the Long Island City organization and 
its jobbers and distributors. These stops are all located 
in the metropolitan New York area, and the firm reports 
that new dealers are being added consistently. 

It requires fifteen refrigerated delivery trucks to dis- 
tribute the ice cream to Mayflower’s accounts. The com- 
pany uses Franklin Body & Equipmenr refrigerated bodies 
extensively. On-the-spot orders are supplied by courteous 
drivers to Mayflower dealers, who find it convenient not 
to be compelled to anticipate their next day's needs. 


Uses Point-of-Sale Ads 


To stimulate sales of Mayflower ice cream, the firm 
makes use of point-of-sale posters, window displays, and 
other in-store advertising devices. Ice cream is promoted 
more as a food than as a treat, Mr. Friendly said. 

Having discovered a workable formula for success, and 
with no intention of changing it, the Mayflower Ice Cream 
Corporation—with understandable optimism—anticipates 
continued good business in the years ahead. 
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This valuable 
booklet for 


ice cream makers 


Here's a practical, factual booklet, especially prepared 
by KAeaft techoicians and manufacturers of ie cream 
and frozen dairy products... a booklet you'll find 
informative, useful and a valuable addition to your 
plant's library. 

It's absolutely FREE... 00 strings attached. Simply 


chip amd mail the beer 


Phenix Pabst-er' Company, Dept. K 
460 E. Street, Chicage, 


Please send o free copy of “Hot Tips on o Cold Subject” to 


ey 

: 

Chock-full of information 

: 

‘ 
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By DR. C. D. DAHLE 
Technical Editor, ice Cream Field 


“Dry” lee cam? 


formula as tollows: 


Dry milk powder 200) Ls 
Cane sugar 432 Ibs 
Frozen egg yolk 10) Tins 
Stabilizer 1a) 


cream 


W ater 


103 gallons 


to complete ib batch 
Wie be heve thas tormuia mak to) dry an cream and would 


like a stickier product 


Ans 


in going over your formala | find that uw net particularly 
well belanced. I he fat content « 1243 per cont, serum solids, 
6.30 per cont, which low, the mgar 16.00 per cent, stabilicer 
O37 per cont, and egg solids 0.56 per cont, making «2 total solids 
content of 14.28. 

I would lke to see your serem solids content be at least 10.5 to 
per cent 

lhe reason you ere having dry we cream ww because vou are 
egg voll solids which tends to make a drier we cream. You 
doubt are saving pretty low temperatures and freering 
rather sifily im comtemwons freercer. Both of these contribute 
to a we cream. 

if vou your serum solids content ap to I! per cont, freere 
peat the same as you have been downg but drop vour ege volk im 
heli believe vou can get away without having too mach 
year 


Custard Problems? 


Is there any difference in the taste of performance of custard 
mixes comtaming fresh, trogen of dred egg? Do hquid emul 
any difference performance than powdered emulsihers 
io? 


What 


the amount that could be used im a custard 


percentage du unmend and what 


mux? We are mew at this custard but we have 


found that our customers want the custard to stand up well and 
yet have a very dry product 

Should custard leave an egg alter-taste of do vou flavor im a 
little more to have the flavor taste linger longer? 


4 dns ie? 


There could be a difference im taste of the custard we cream, 
depending on the type of egg used. Fresh eggs of good quality 
and fresh frocen eggs of good quality and dried egg yolk made 
from good quality eggs al will give good reslts. The whole 
thing will depend upon the quality of eggs used. 

Il have wen dried egg volk that had absolutely as fine a flavor 
in the we cream as some fresh eggs. Frocen egg yolk is a very 
good product also if used from fresh eggs. 

For my pert 1 usually use dried egg yolk because if ts cancer 
to handle although perhaps more French we cream today u made 
from froven egg yolk than from dried exg yolk. 

i would not use any emulsifiers if 1 were making «a custard 
mix because the egg volk wil’ take care of that phase of manu- 
facturing. You recall, of course, that we must use in Penns. 
vivema 1.4 per cont dred egg yolk solids, or 14 per cont egg 
solids from any wurce. 

With this much egg present, there ts no need te use any 
emulssher whatever. 

A custard should contribute a dight amount of egg flaver. 
That « one of the characteristics of good custard. And when 
one uses the legal amount of egg yolk solids in Pennsylvania, he 
should have a custard flavor or an egg flavor and that uw why 


ss extremely omportant to use an ege from good quality material 
te begin with. 


How To Con ery Vix 


Will you please advise me what kind of stabilizer we could 
add to owr ice cream miu im order to make some so-called frozen 
custard to sell at retail in a wit condition 

| have been making we cream for wholesale and retail for 
about 24 years and we are making a very good we cream mn 


with about 12.5 per cent burrerfar 


[ have no experience making frozen custard but am under 
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the umpressiom that it requires more stabiliner m order to keep 
from melting too fast at this 18 F. temperature that it 
served to the customer. 


dns wer 


Custard: do net requere any «pectal and what you are 
now con be used very satisfactorily m making «4 custard. 
in Pennsylvenia « casterd must conta 10 per cont butter{at and 
also must contamm 1.4 per cont dried egg volk solids. 

You don't have to make «4 special custard mix if you want to 
serve your we cream soft and sll uw as «4 custard. You can add 
« custard mux whish is made from dred egg yolk to your present 
mix and get « legal custard mx. 

Simce your butterfet content mew 12.5 per cont the dolaton 
which you will obtain by adding « custard flavor which | am 
suggesting and which ts made from dried egg volk will not bring 
the fat content below the legal standard. 

lo make « custard mixture to add to your present mix 1 mg 
gest the following formula. 3.25 lbs. dried egg volk, 30 ibs. 
suger, 10 quart condensed shim milk, water to make 2.5 gallons. 
Heat to 143 F.. cool and add 4.75 ibs. or about 2.1 quarts of 
this muxture to 4.5 gallons of mix. These will give vou «4 
which can be called custard of French we cream and will be 
legal im Pennsylvania. 


Per 


I would like to have a 12 per cent formula for we cream mix 
using double cream, 4 per cent milk, 
skim, sugar and stabilier. 


Formula 


superheated condensed 


4 dns wer 


Herewith you will find «a formula for a good 12 per cent we 
ceem mx usng the materials you have on hand. 
6.7 ibs. 
$3.2 ibs. 
24a lbs. cond, 
13.0 ibs. 
0.3 tb. 


cream 
milk 
shim 
sugar 
stabsls cer 


High Fat Mix? 


Would you please advise us and give us a rormula, if at all 


possible, that you would recommend tor a 14 per cent and a 
per 
egg yolks or powdered eggs, whichever you would recommend, 
along with skimmuilk, using no condensed, and gelatin in place 
of the commonly used stabilizers. 


cent burrerfat ie cream mix. We would like to use 


Addrets your techs ce! ques 

tiess te Or C. D. Deble & 
tee Cream 19 W 
44 St. New Yort 16. 


We are interested in a good ice cream mia with a high butter- 
fat content. If | am not umposing upon you, could you include 
a 12 per cent butterfar, along with a 14 per cent and a 15 per 
cont burtterfat formula 


dns wer 


I have vour letter and request fer « formula fer 14 and 13 per 
cont mixes. in these mines you deo not te we condensed 
milk. can geve you formulas without milk but you 
deftmtely would not make «4 good we cream. We conuder con- 
densed or dry shim mull today im commercial we 
cream. If you are to make «a mia without these concentrated 
milks vou would have an we cream that would not sand ap 
very well in your cabinets. Even though 13 per cont butter{al 
used vou would have «a better min if vou would axe some com 
densed o dried mult. 

27.72 
214 
ita 
0.42 


cream 
shim 
condensed 
suger 

gelatin 


100 00 10009 

doen't hnow how much gelatin you should ase because I don't 
know the strength of the one you have on hand but we have 
found m ail per cont mix that veu should ase O42 per cont 
gelatin for 200 Bloom and 0.348 per cont for 230 Bloom gelatin. 
| have not used any 100 Bloom gelatin would that 
you use about 0.3 per cont gelatin on a 12 per cont min. For the 
higher fat contents you will have to drop the amount of gelatin. 
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SEVEN acres of space will be urtileed by the firms exhibit 
ing equipment and supples at the Seventeenth Dairy In 
dustries Expowtion, scheduled for the week of October 16, 1950, 
in Convention Mall, Atlant Ciry, New Jersey. This is ex 
pected to he the largest exposition in the history of the industry, 
the largest singleandustry exposition to be held anvwhere in the 
world during 1990, and the largest ever held in Convennon Hall 


Despite an extensive “reclamation” program to make room for 


Exposition 


Seven Acres of Space 


THE 1950 DAIRY INDUSTRIES EXPOSITION 


Mos dairy industry personnel, and some persons from 
related felds, may attend the show in Aclantic City, October 
16 tw 21. The general public NOT admitted. Most 
persons qualified to enter the Show enter FREE. Others 
have to pay varying admission charges. Identification by 
regietration « an requisite. 

you 
May Enter the Show FREE if— 

@ You are « dairy procemor. 

@ You are « dairy educator, a public official concerned 
with dairy industrial matters, non-commercial dairy tech- 
nologimt of saniterian. 

@ You are « paid-up member outside the United States 
and Canada Dairy Industries Society, International. 

@ You are a direct employee of, and so certified by, 
an exhibiting company. 

You are « dairy mdustrial capply and equipment 


pebber of hie direct employee, certified for entry by an 
exhibiting company. 


you 
Pay for Admiumon at Rates Varying Uniformly if— 

@ You are « representative of « non-exhibiting supply 
of equipment fre. 

If you are encertan of wour eligibility for admission or 
of the exact conditions which in a given category 
apply to vou a+ an eligible please write to DISA. 1108 
Street, N. Washingten 6. D. C. before October 


or wire to Dairy Industries Exposition, Convention Mall, 
Atlantic Cav after October 1. 


to Utilize 


the gigantic exhibition held in the same arena in 1948, it was 
discovered chat even more space would be necessary for this 
year's show. Areas opening off the Boardwalk Lobby, the whole 
of further side lobbies, then the spectacular Skyway of the 
States up under the root (reached by elewator, by the way) added 
the equivalent of the half of the football field the Exposition 


needed to bring it to the capacity required by this year's ex- 


hibstors 


To make registration at the Exposition as simple as possible 
and still assure that the show is open only to those for whom it 
is designed, convention badges issued by processors’ associations 


meeting concurrently are honored at the show entrance at sight 


This means that of the thousands of processors who throng 
the aisles of the huge show, a substantial percentage. active 
members of such organizations as the International Association 
ot Ice Cream Manutacturers, the Milk Industry Foundation, the 
National Association of Retail Ice Cream Manufacturers, and so 
on, walk through the gates without the formality of registration- 
identification im the lobby of the show. They have already 
udentihed themselves at their respective convention headquarters. 


In preparation for the 1950 Collegiate Students’ International 
Contest in Judging Dairy Products scheduled to councide with the 
Dairy Industries Exposimon in Atlantic City, specimen score 
cards, indicating the competition's range and method, have been 
sent to some forty-fwe colleges and universities believed most 
likely to participate 


Although not every one of the forty-hve schools to which 
American Dairy Science Assocation has sent the score cards will 
quality teams for the 1950 Contest, it is expected that there will 
be a record number of entries, according to Dr. G. M. Trout of 
Michigan State College, President of the dairy science group 
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Plan Uctober Conventions 


[TH convention time only a‘ month away, the nation’s 
two major ice cream associations are busy with prepara 
tans for their 19) conclaves. 

The International Association of Ice Cream Manufacturers 
expects record throngs at its Atlannc City meetings, to be held 
October 15 to 20. With the Seventeenth Dairy Industries Ex 
position scheduled for the same city during the week of October 
16, a great incentive is provided for International members to 
make the trip to the famous resort town 

Various committees of the LAICM are setiing up their pro 
grams for the three-day convention. Many prominent speakers 
and authorities om ice cream merchandising, production, and ad- 
ministration are expected to address the 46th annual meeting. 

As an antidote for convention fatigue, a special crume to 
Bermuda has been made ava:lable to Internanonal members and 
their guests. Vacationers will leave Saturday, October 21, at 10 
A.M. trom Atlantic City by limousine for the Furness Pier in 
New York City. There they will board the “Queen of Bermuda” 
for a trip that will include several days’ stopover in Bermuda and 
a return to Manhattan by November 3}. 

Reports from the National Association of Retail Ice Cream 
Manufacturers indicate sumilar preparations for that organiza 
non's forthcoming convention. Scheduled for October 10 to 
12, the meetings will take place in the Hotel Mayilower, Wash 
ington, D. C. 

A highlight of the Retailers’ meeting will be a special sesmon 
devoted to the profitable operation of the soda fountain. Use of 
a completely-installed soda fountain will be made to illustrate 
the presentation. 


Schedules “Preview’ 


Because of a record number of overseas visitors expected at 
the 1950 Dairy Industries Exposition and the big milk and ice 
cream conventions, October 16 to 21 im Atlantic City, Dairy 
Industries Society, International (DISI) has arranged for a 
special “Preview” session on the Sunday evening before the 
huge Exposition opens, to which all North American dairy pro- 
cessors, members or not of the Society, also are to be welcome. 

The “Preview” meeting is to be a “briefing” session, held in 
Convention Hall, which will house the world’s largest industria! 
exposition of the year. The meeting will be followed by a 
panoramic Skyway preview of the displays on the arena floor, 
and also by an informal reception to foster closer acquaintance- 
ship between dairy industry people of all countries. 

Cooperating in the “briefing” will be officers of Dairy In- 
dustnes Supply Assomation (DISA), which stages the Exposi- 
tron; Milk Industry Foundation (MIF), the annual convention of 
which starts on Monday morning, October 16, at the Chalfonte- 
Haddon Hotels; and Internanonal Association of Ice Cream 
Manutacturers (LAICM), annual sessions of which begin Wed- 
nesday, October 18, at Hotel Traymore, and of other dairy 
industry groups. 

Following a brief DISI business meeting at 7:30 P.M. ] 
Findlay Russell of Scotland, President of the International So- 
ciety, will enlut Kenneth L. Wallace of Canada, president of 
Dairy Industres Supply Association, “master of ceremonies.” 
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Holds Summer Conference 


OW co do a better job of stumulating greater use of dairy 
H foods during the coming year summarizes in a few words 
the signihcant achievement of the three-day Summer Conference 
of the National Dairy Council and as Afbliated Dairy Council 
Units at the Hotel Edgewater Beach, June 26, 27, and 28. 
About two hundred directors, staff members, and dairy imdustry 
executives from coast to coast attended the annual session which 
featured talks and discussions om various phases of nutrition 
research, new Dairy Council materials, ways of using new in 
formation on daity foods, and making public relatnons more use- 
ful an the local level. 


Dr. E. L. Jack, Uniwersty of Calitorma, Davis, discussed some 
significant trends in dairy industry research. “Probably the most 
recent development in economies of transportation,” he stated, 
“is the bulk handling method that ws proving so efhcient in 
California and is spreading to other parts of the country. Milk 
is delivered from the cow to a cold wall holding tank im the dairy 
farm milk room where it is cooled and held cold unm! picked 
up by pumping into a tank truck for transportation to the process. 
ing plant. Savings of sx cents per hundredweight are realized 
through the elimination of can handling.” 


Current research on ice cream is concerned with processing and 
packaging techniques. The most ugnifcant packaging technique, 
in the opinion of Dr. Jack, is the development of packages 


ih SAY M containing individual servings. These servings remove some of 
‘4 ULHOLLAND-HARPER m™ the dithculties of sanitation inherent in conventional dispensing 


: as well as insure a uniform size of serving, he said 
’ OUTDOOR SIGNS In discussing “How to Capitalize on Radio and Television 


Opportunities” Willam Ray, Nanonal Broadcasting Company, 

< Chicago, told Dairy Council staff members and industry execu- 

Yes . . . attractive, colorful outdoor tives that already TV stations are learning that programs of in- 
signs by MULHOLLAND-HARPER are 4 formanon about cooking, sewing, child-raising and other domestic 
directing the way of millions of subjects will attract large daytune TV audiences. Ie is certain 
programs like these will increase in number and audience. 


: rectors of these programs will need recipes and other household 
lets of America's foremost ice cream information. He urged his audience to study TV. Within a 
companies. 


short time, he said, it us gong to be the greatest medium of in. 
formation and entertainment in the history of man. There ws 


The fact that the day of real COMPE- almost no limit to its possibilities, and its impact on the viewer 
TITION is already here, suggests imme- is tremendous No one seeking to influence public opinion can 
diate consideration of your OUTDOOR 
SIGN progrom...more modern design 

More color . . . illumination... 


is 
4 


Reports to industry served as the basis for the third discussion 
on publi relations. Lloyd H. Geil, National Dairy Council, 
replacements for shabby installations. told Dauy Counc staff members co use an Industry Newsletter 
as their official voice to the dairy industry in their Council market. 


Write today for prices or visit our “Organizing To Do The Job” in public relations served as the 
booth No. 617 at the Dairy in- basis of the closing discussion by W. Howard Chase, General 
dustries Supply Association Ex. Foods Corporation, New York. Mr. Chase, by example, out- 
position at Atlantic City, New lined the vartous areas im an industry where public relations func- 
jersey, October 16-21, 1950. tions to show the significant role of a well-planned, sound public 
relations program. His presentanon enabled Dairy Council di- 

rectors to wisuahze the Dairy Council program as an overall pub- 


7 LHOLLAND-HARPER lc relations actwity for the dairy industry. His message served 


as a challenge to organize first, then plan a program, not only 


"ON ee Sg to stemulate greater use of dairy foods, but to make more friends 


ANAL QUTOOGR ADVERTISING 51 for the dairy industry that produces the foods for the 43 milhon 
family tables across the nation 
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Hult to Attend Youth Confah 


The National Dairy Council has accepted ar invitation to par. 
neipate in the Midcenrury White Mouse Conference on Children 
and Youth two be held this year at Washington, D. C.. the werk 
of December 3. Milton Hult, President of the National Dairy 
Council, will serve as NDC"s official represencative. 


The purpose of the Conference, as reported by the Chauwman 
of the National Committee, Oscar R. Ewing, is: 


“To consider how we can develop im children the mental, 
emotional and spiritual qualines essential to individual happiness 
and to responsible citizenship and what physical, economu and 
social conditions are deemed necessary to ths development.” 


im accepting the appointment to the White House Conterence 
Committee, Mr. Hult stated that the National Dairy Council 
and it afhliated Dairy Council units from coast to coast will pro 
vide special dairy foods information to its thousands of mem- 
bers in the dairy industry and to the millions of men and women 
who influence the food habits of the nation’s 50 million youth. 
NDC will also urge Dairy Council directors to participate in 
state and local pre-conference committee meetings in developing 
projects for reports to present to the White House meeting the 
week of December 3. 


On the National Committee are eminent citizens appowted by 
President Truman from the helds of religion, law, education, 
science, and service. These people have signified their willingness 


to cooperate in a single enterprise as outlined in the purpose of 
the White House Conference. 


Four hundred and thirteen national organizations have been 
invited to membership in the Midcentury White House Con- 
ference on Children and Youth. 


Minnesota Dairy Course Set 


A three-day dairy products institute will be held at the Uni- 
versity of Minnesota, September 19 to 21. 


The institute is designed to bring Minnesota creamery operators, 
managers, and others interested in milk production and process- 


ing up to date on latest technical and legal developments in the 
dairy industry. 


Some twenty-five leaders in every phase of dairying are 
scheduled to talk and lead discussions, according to W. B. Combs, 
dairy husbandry professor in charge of program arrangements. 


The short course, which will meet on the University of 
Minnesota Farm Campus, includes sections on butter and ice 
cream, September 19; and cheese, dry milk and market milk, 
September 20. A dairy feldmen’s conference will be held Sep- 
tember 21. 


Samples of ie cream cubmitted by manufacturers will be 
analyzed for fat, total solids, and bacterial content im connection 
with ice cream section of the institute. 


Attendance at the course is not limited. For registration m- 
formanon write W. B. Combs, Dairy Division, University Farm, 
St. Paul 1, Munnesoca. 
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Cleaning Equipment 
of Advance Design 


GIRTON SANITARY PIPE CLEANING EQUIPMENT 
Dees « positive cleaning job on oll sizes of senitery pipes 
ond fittings. Poys ter itself by greet sevings im labor costs. 

A size end model ter every 

pleat, trom the emeliest te the 

largest. 

WRITE FOR SULLETINS 
AND PRICES. 
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Anthracite Group Has Outing 


The Anthracite Assocation of lee Cream Manufacturers and 
the “Dairy Dubbers” (Milk Dealers) both omerating in North 
eastern Pennevivania held a outing at the Irem Temple 
Country Club, Dallas, Penneyivanw, on August 24 

Th: Genera! Committee was headed by Edward Nordell, of 
Weoedlewn Ferm Dairy Company. Me was by H. Vai 
Jones, Woodlawn Farm Dairy Company; Low Purvin, Purvin 
Dairy; Robert Baird, Kengston Dairy; Eugene Goldatem, Golden 
Qualay lee and Hal Whyte 
(ream (om 


Campany ; Brever ler 
The Activities Committee with Bill Whyte cha gr ot Csames 
Peters, 
Jun Hale and Sherman Harter handled by Dick 
Jones and Robert T. Smith. Mr. Smith acted as coordinator for 
the two groups 


comsiated av? Ray 


and Purwen im charge 


Publi Ty wt 


Calvin Lercheman. Leichoman Ice Cream Company, « Pres. 
dent of the lee Cream Group and Swheeeter Grablick, Grablick 
is President of the “Daire Dubbers” Milk 


| dairees Pittston 


Quality Chekd Plans Seminars 


A series of regional “Merchandising Sem‘nars” covering the 


latest developments in the marketing of milk. «e cream and 


other dairy products will be held in key cities of the country 


“AMBROSIA CHOCOLATE COMPANY 


during September according to Harle F. Zunmerman, managing 
dwector of the Quality Chekd Asocianon 

The seminars, which will be conducted by a team of three dairy 
products merchandsung specialists from the Qualiuy Chekd staff, 
are being held tor Quality Chekd members oniy. An wmportant 
feature of the meetings will be the presentation of the 1951 
Quality Chekd advertuing and merchanduing program to 


members 


The three men who will conduct the Quality Chekd Merchan 
dusing Seminars are Mr. Zimmerman; Harold A. Quitter, 
rector of merchandising for Quality Chekd; and C. E. Hent-. 
rch, account executive of Campbell-Mirhun, Inc., the association's 
advertising agency. All three have had many vears of experience 


wm the ice cream and dary bhuseness 


ADA Program Analyzed 


The nation’s dairy farmers have set in motion a double-action 
advertising and merchandising program to mect the competitive 
challenge of the day in bringing the consumption of dairy toods 
um level with production, according to Owen M_ Richards, general 


manager of the American Dairy Association 


Pomted to a brighter dairy future, the program adopted at 
the ADA executive session in Bozeman, Morana, July 24 and 
23 (1) stepped up advertising to increase dairy food sales on an 
immediate and long range program based on the increased funds 
made available in the June advertising set-aside, and, (2) 
launched the year ‘round advertising set-aside to provide addb- 
tional advertising and merchandising activites to cover all items 
of the dairy food line 


Here's the breakdown of the $1,774,480 budget adopted by 
the ADA executive commuttee for 1950-51: 


Advertising $1 274,480.00 
70,000 00 
75,000.00 

100,000.00 
100,000.00 
70,000.00 
85,000.00 


Merchandising 
Industry Promotion 
Research 

Education 

ity 

Service & Administration 


Tota! $1,774,480.00 


Now underway in every state and district across the nation is 
a mass moverment to increase the set-aside from one cent a pound 
of buttertar for ome month to the mew quarter cent a pound 
every month as rapidly as possible 

In the mobilization drive to realize the goal of a $6,000,000 
annual advertising budget, producer rallies are to be scheduled 
across the country, beginning in September Strate quotas at 
the new set-aside rate, based on 7 percent of the milk marketed, 
will provide approximately $6,000,000, W_ S. Moscrip, Se. Paul, 
chairman of the membership committee estimated 


Southerners Choose Palm Beach 


The Hore! Palm Beach Bilemore, Palm Beach, Florida, will 
be the scene of the 36th annual convention of the Southern As- 


The dates are from 


scration of lee Cream Manufacturers 


December 5 to 7 
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?50 At Connecticut Field Day 


The 43rd Annual Connecticut Milk and Ice Cream Opting 
was held at the Torrington Country Club, Torrington, Con. 
nectuut, on August 10. More than 230 atrendod 

Lunch was served at noon for those whe arrived carly, with 
the banquet at 7:00 P.M. The sports cluded, gol!, horseshoes, 
shuffleboard, darts, putting and guessing contests 

The commuttee which planned this event included: Booth, 
General Chairman; George W. Weigold, Cochairman; Jack 
Morgan, Harry White, Herbert Cray, Edward Soari, Ted Ar 
rigan, Joseph Neidermeser, Arthur G. Weigold, and Don 
Intyre. 

Invited guests included Donald Hammerberg, Milk Adminis- 
trater for Connecticut; Theodore Richard, Commissioner of De 
partment of Food and Drugs; Harold Clark, Supervising In. 
spector of Deparrment of Food and Drugs; John Christiansen, 
Commissioner of Department Farms and Markets; Frank Peat, 
Deputy Commissioner of Department of Farms and Markets; 
and H. Chiford Goslee, Supervising Inspector Department of 
Farms and Markets. 


New Englanders Frolic 


The annual Fall Outing of the New England Association of 
lee Cream Manufacturers was held at Poland Springs, Maine, 
from September 7 to 10. 


Haker Heats Indiana bolfers 


A record attendance of 366 persons was present at the annual 
outing of the Indiana Dairy Products Association, held July 
27. Chet Baker of the Polk Milk Company, Indianapolis, was 
the low gross winner for the industry in the golf competition 
Russ Oberlies, Bessire & Company, Indianapolis, wor a similar 
competition for supply men. 


\AMA Plans New Award 


For the first time in the bistory of the annual convention and 
exhibit of the National Automatic Merchandising Association, 
awards will be made to the manufacturers and suppliers to the 


vending industry who present the most attractive displays at the 
exhubst. 


A commuttee of five member operators of N.A.M.A. has been 
appointed by canvention chairman, Ernest H. Fox, to judge the 
displays at the forthcoming show at the Palmer House, Chicago, 
November 12 to 15 

The winners of the competition for the most attractive displays 
will receive their awards at the annual banquet the evening of 
November 15. To date, more than 105 firms have signed to 
exhibit at vending’s “world’s fair.” 


Ice Cream Freip, September 1950 


end else 2.4.6 Single teow 
100% Sreimless Sree! Cobinets 
with Sree! Shell fur. 
wished request Write for 


. 


t 


way New York 


Executive Sales Offices 


= 
| 
~ 
line of cream cabinets 
ever mode. All preciddon on 
ad 
gineered to give trewble free 
: of oll... with gleaming white 
stoiniess steel tops Sides ave 
| 
: 
| 4i 
Upright tee Croom 

on 
Home orm ou: 


NEW YORK Supely Mees Cleb held its on 
evel outing August 16 Pictured there by the 
bury (CE CREAM FIELD men were left to 
reght 


Company 


1ST ROW. Al Bogert of American Food Lab 


Kelco end W C Rich of Van Leer Chocolate 
Cherries Grube 
Wilbur-Sucherd Checolate 
Price and Raipr Harvey of Frosted Fruit Prod 
wets. and Charles Dewis 


Co. Sem Elsner, Whitelewn Deiries, Mant 
Mittlehauser, Cream Novelties, Cherles 
Godwin end Edger Evens of Whitelewn and 
Rabin of Empire Biscwit: Charlies Fricte 
and Jackson of Polet & Frent 
Blanc. Pure Carbonic. Pat Refined Syr 


and Bob Kenny 
Compery Sem 


oreteriesn with Selee Chris and Marine Your 
ders of Bungelow Ber Marry Mymer of 
Americas Food Laboratories, Jaffe of leo 
Cream Neweltion HMeward Great of ICE 
CREAM FIELD Mert Weimwelbeum end M.A 
Bushee! of Virginie Dere with George May 
ect Carden: Abbott: 


IRD ROW. Norman Thomas and Arthur Ens 
ler of Joe Loewe Corp: Cantor H. Heimer 
and Sens: J. Kotcher and Tom Goldsmith of 
Qveens Ferma. George Ashley of Robert A 
Jobasten Checolete Company. Vic Poll Fore 
most Deiries and George Ashley, Jr Robert 
Johnston, Joho Goldhamer and G. F Jentins 
of Frigidaire: Leo Overland of LeRoy Foods 


wps & Sugers, Me! Cole. Sewage Arms and 
Jay Sendler of ICE CREAM FIELD 


STH ROW: Lioyd Fiscus and Eugene Teal of 
Hooton Chocolate: Morris Lindewer, Blue Rib. 
bor ice Cream, Low Tolins, Low Tolins & Com 
peony. and Everett Freud of Sealright Com. 
peny. in foreground. My Bedner of LeRoy 


IND ROW. Sumner Bates Lament Corlies & 
Company. Eric Webster Eastere Dairy Equipe 
ment George Malton Maltor & MeQuede 
aed td Good Mumer |. L. Bench 
ard Beb Devcon and Davenport. eff of 


Sons 


Jact Freeman end G Rows 


4TH ROW: George Tressider Browns Frost 
ed Foods. Sonny Letow 


Foods and Milter Ainbinder of Alpha Arome. 
tics: Seam Elener Whitelewn. Everett? Freud 
Sealright, and Al Smith, Disie Cup in bect- 
grownd: George Malton, Malton & McQuade. 
Mort Weiselbeum Virginie Dere and Tom 
Goldsmith, Queens Farms 


S. Posner & 


W. Paper Now 


New Yorkers Hold Outing 


More than 1%) we cream executives and salesmen enjoyed the 
hospitality of the lee Cream Supply Men's Club of Metropolitan 
New York on Tuesday, August 15. The day's outing, [ith an 
nual for the organization, was held at the Huntington Crescent 
(lub, Long Island 

The big ewent of the day, the baseball game between we cream 
men and supply men, was won by the salesmen but awarded to 
the ice cream manufacturers on a claum that the supply men had 
batted out of order. The trophy and indwidual awards were 
given to the we cream team by the supply men’s club 


A golf tournament, horseshoe pitching, darts and other contests 
highlighted the ng day. A dinner and prize awards climaxed the 
affair. George Ashley was Chairman of the event. John B. Gold. 
hamer handled the prize awards and the baseball game. 


North Carolina Course Scheduled 


An we cream short course will be held at North Carolina 
State College from February 26 to March 9, 1951. Information 
may be had on this and other dairy courses to be given beginning 
in November, 1950, from Dr. W. M. Roberts, Head, Dairy 
Manutacturing Section, North Carolina State College, Raleigh. 
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lowans to Meet in Des Maines 


The Iowa Milk Dealers Association and the Association of Ice 
Cream Manutacturers will be held concurrently at the Hore! 
Fort Des Moines in Des Moines from September 13 to 15. On 
the first day, an all-day get together for members, supply men, 
and guests will be held at the Waukanda Country Club. Conwen. 
thom business affairs will be up for discussion on the second day 
and the final day will be devoted to the winding up of these 
affairs, plus the ewening banquet and floor show. 


Illinois Confah Set for October 


A conterence for those interested m dairy plant laboratory 
operanons will be heid October 31 at the University of Ulinois 
under the sponsorship of the Division of University Extension 
and the Divison of Dairy Technology, according two Professor 
P. H. Tracy, general program chairman 

For information regarding housing and advanced registration, 
write R. K. Newton, Division of Universty Extension, 205 
Arcade Bidg., 713', South Wright Sereet, University of 
Urbana, [lhnois. 


Michigan Plans Dairy Meetings 


Michigan Strate College announces its ith annual Michigan 
Dairy Manutacturers’ Conference to be held at the Union 
Building, Michigan State College, November 9 and 10. As in the 
past, topics will be presented dealing with most phases of the 
dairy business, including talks on cottage cheese, butter, market 
milk, and ice cream. 

Further information may be obtained by writing to Robert 
W. Klew, Head, Conferences, Michigan Srate College, East 
Lansing, Michigan. 


Leorgia Univ. Announces Courses 


Four short courses of interest to dairy manufacturers have 
been announced by the University of Georg'a, at Athens. A 
Market Milk course will be held Nowember 21 and 22; a course 
on cottage cheese is set for January 16 and 17, 1951; a Dairy 
Farm short course will be conducted January 24 and 25; and a 
course on the producnon of ice cream and sherbets will be given 
March 21 and 22. Information is available from Professor H. B. 


Henderson, head of the college's dairy department 


hansas Conclave In Wichita 


The Hotel Broadview, in Wichita, Kansas, will be the scene 
of the 1950 comventen of the Kansas Ice Cream and Milk In. 
stitute. The dates are from December 10 to 12. At a meeting 
August 24 im the Hotel Allis, in Wichita, George Hennerich, 
Managing Director of the Ice Cream Merchandising Institute, 


presented several ideas on the subject of increasing ice cream 
sales Winter 
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Where quality counts .. . Virginia Dare @7 Pure Vanills 
sands first! Aged and mellow, a blend of the beet Mexican 
and Bourbon beans... 27 will build « mew reputation for 
your wanilla ice cream. Ask your Virginia Dare Representa 
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Detroit Fish Fry Held 


The annual Fish Fey of the Allied lee Cream Amociatian of 
Metrepolitan Detrow was held August 16 at the Bruce V F.W 
Memorial Home. Golfers got im thei licks at the Lakepowte 
Country Club and members and guests participated m many 
other games including a horse shoe puclhing contest. Beer and 
hot dogs were served free : 

September 19 has been set as the date for the association's 
annual Ladies Party. It will be held at the Forest Lake County 
Club. A stag party, “Sponsors Night,” will be held October 4 
at the Hotel Sheraton. Fred J. Kitchen, Secretary of the group, 
reports that an outstanding menu and a vorety of entertain- 
ment has been arranged 


Reed to Address Vermont Group 


Vermont's 29th annual conference for dairy plant operators 
and milk dwtributors, October 25 and 26, uw offered by the 
Dairy Department of the Uniwersty of Vermont and State 
Agricultural College, Burlington, Vermont. O. E. Reed, Chief, 
Bureau of Dairy Industry will discus “New Developments in 
Dairy Research.” 

Alec Bradheld, Associate Professor of Dairy Manufactures, 
has formulated a program which should be of interest to not 
only Vermonters but to others wnterested in the dairy industry 
of the East 
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HULT NAMED TO FOOD COMMITTEE 


The appoinement of Milton Hult, President of the National 
Dairy Council, to the Food Industry Advisory Commuttee of the 
Nutrinmon Foundanon, Inc. New York, has been announced by 
the Board of Trustees of the Foundation. The Scsentihe Director 
of The Nutrinon Foundation « Dr. C. G. King, who wo also 
asociated with Columina University 

The Nutrition Foundanon is a nanonwide organization devoted 
to the support of nutrition research in major colleges and univer. 
the cmuntry les Advisory (Lommuttee consists of top 
ranking executives in food companies from coast to coast and 
outstanding profesmenal men mm various helds of science. The 
group serves in an advisory capacity to The Nutrition Foundation 
an problems which affect the food industry. Mr. Mult was re 
cently wwited by The Nutrition Foundanon to attend a confer- 
ence on nutrition research at Skytop, Pennsylvania. 

The appomuement of Mr. Hult to serve on the Industry Advis- 
ory Commuttee said to indicate recognition of the National 


Nanonal Dairy 
Council research activines are centered im finding essential nutr: 
tion facts regarding the dairy foods for use by the dairy industry 
and the nation’s leaders who influence America’s food habits. The 
Nutrinon Foundation Research Program ww concerned with all 
toods which affect the health of the nation. 


Dairy Council Nutrition Research Program. 


JOSEPH H. FEIN RETURNS TO U. S. A. 


Joseph H. Fein, Treasurer of Florasynth Laboratories, Inc., has 
just returned from a three-week swing through Cencral America 
and North Coast South America. Mr. Fein, accompanied by 
Jose Hernandez, the firm’s Export Manager, visited Florasynth 
customers and representatives un the various countries, particularly 
Salvador, Panama, and Venezuela. 

Mr. Fein stated that there was business activity im all the 
countries he visited notwithstanding the current unsettled world 
condition. He was optimistic as to further development of busi- 


meas un the abowe named areas 
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STOMPE LEAVES MARATHON FOR MATCH FIRM 
Announcement has been made of the appountment of Albert W 
Stompe to an executive position in charge of sales for the Dia. | 

mond March Company, New York, New York 

Mr. Stompe's resignation from Marathon Corporation, Me- 
nasha, Wisconsin, where be was General Sales Manager sance 
1946, became effective September |. Before 1946 he served 
Marathon m various other sales and management capacines m 
the Stock Products Divison, having joined the company as a 
salesman in its Chicago office in 1927 


FREDERICK |. BRIDCES DIES 


Frederick |. Bridges, renred President of the Hydrox Corpora 
tion, Chicago, and retired Vice-President of the National Dairy 
Products Corporation, New York, died August 3 in a Daytona 
Beach hospital. Pe was 74 years old 

For many years Mr. Bridges served on the Board of Directors 
of the National Dairy Council, having served trom 1957 to 1944 
as chairman of the Executwe Committee. In 1947 he was elected 
an honorary life member of the NDC Board of Directors. Mr 
Bridges served in executive capacities on the Board of Directors of 
the Illinow State Dairy Products Associanon and the Internanona! 
Association of Ice Cream Manufacturers. 

Two years ago Mr. Bridges, who was born in Albany, New 
York, moved from Chicago to Ormond Beach, Florida. 

Always active in civic organizations Mr. Bridges was a mem 
ber of the Rotary Club, the Ilinow Arhlenc Club, Westmoreland 
Country Club in Chicago, Employers Association of Chicago and 
the Ilimow Manufacturers Association. Ar one time he served as 
a director im the latter two organizations. 

Surviving Mr. Bridges are his widow, Mrs. Bertha C. Bridges, 
of Ormond Beach, Florida, and a son Arnold B., of Dallas, Texas 


HARPER COES WEST FOR HINES-PARK 

]. D. Harper has been named Western division manager for 
Hines-Park Fods, Inc. of Ithaca, New York 

The announcement was made by Roy H. Park, President of 
the food firm which has franchised a line of more than fifty 
quality food wems under the Duncan Hines brand, since its 
program was inaugurated four months ago. 

According to Mr. Park, in addition to the thirteen food manu 
facturers and the nineteen ice cream manufacturers already fran- 
chised, applications for franchises from the West Coast have been 
received, requiring a staff to service that area. 

Mr. Harper will be in charge of franchise and service opera- 
tions fom the West Coast east to the Rockies. His headquarters 
are at 230', Sadler Avenue, Los Angeles 22, California. 

He is being assisted by his two sons, Dean K. Harper, at the 
same address. and John W. Harper, 212 N. Poplar Avenue, 
Montebello, Califorma. 
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BALTIMORE AIRCOIL NAMES REPS 


Baltimore Aircotl Company, Inc., Baltimore, Maryland, manu-— 
facturers of evaporative condensers and cooling towers, announces 
the appointment of Marshall, Neil and Pauley, Inc., 2711 Crocker compiles eee 
Street, Houston, Texas, as exclusive representative in the State 


your best bey! 
of Texas excepnung the Amarillo and Lubbock areas; of Nick 0.8, ch 
NICKEL SANDWICH 
weter! 


EMPIRE BISCUITS 


30 Weverly Aveave, Brecklya 5, Y. 
Division of Airtine feeds 


Ruge Sales of Lowell, Indiana, as exclusive representative in Cen. 
tral Indiana; of H. M. Ludlow of Jackson, Mississippi, as exclu 
sive representative im the State of Mississippi with the exception 
of the northern and gulf counties; and of W. H. Dudley, Jr., 340 
Audubon Blvd., New Orleans, Lousiana, as exclusive represen. 
tative im the State of Louisiana with the exception of the Shreve. 
port area. 
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VAN MARRY A KIRKE 


NEW POSTS FOR VAN METER, KIRK 


E.R. Van Meter has been named general manager of the newly 
created Paper Comainer Divison, Continental Can Company, 
according to General Lucius D. Clay, chairman of the board 
Mr. Van Meter formerly was sales manager of the Paper Con 
tainer Section. In his new post he will be responsible for both the 
manufacture and sale of paper cams, cups and tood comtamers 

Mr. Van Meter has been with Conunental since 1944. For 
three years prior to that he was head of the Containers Secnon of 
the War Production Board in Washington, D. C., and tor hiteen 
years before that was associated with the Sealright Company, Inc 
ble will continue to make his headquarters in the company’s 
ofhees in Newark, New Jersey 

Ceancident with the appowntment was the announcement that 
barry A. Kirk has assumed the post of manager of sales, Paper 
Container Division. Ie formerly was regional sales manager 
um charge of Continental's paper conmtamer sales in the 
[ 


CLINTON PRODUCTION POST TO LICHT 


Richard S. Light has been Vice-President in charge 
of production of Clinton Foods, Inc., after a meeting of the board 
of directors, according to an announcement by Charles A. Met 
calf, President 

Mr. Light & assuming direction of Clinton's entire corn and 
etrus production facilines throughout the country, it was stated. 
Thu includes several citrus juice processing and concentrating 
plants in Florida, corn-processing operanons at Clinton, lowa, and 
quick-treezing facilities tor the “Snow Crop” brand 
of trogen foods in various trust and vegetable growing areas. He 
youned Clinton in February of this year, coming from Lever Bros 


WALK-IN MODELS 


company 's 


ED WARDER AILING 


Ed Warder, popular executiwe secretary of the Nanonal Asso- 
ciation of Retail Ice Cream Manufacturers, was taken il) sud- 
denly while attending a meeting in Detrou om July 19. He was 
confined last month to his home, where he & recuperating 

In his absence, affairs of the NARICM are being handled by 
Elasxe Hart, the organization's ofhce manager. President Art 
Jowett and Secretary Gale Franklin ar: supervising matters of 
policy to see to at that NARICM business uw carried on with the 
usual efhcrency. 


VALEYMAID APPOINTS POCUE 


Harry Pogue, formerly with Borden's Fresno, Calitorma, 


has been appointed plant manager for Valleymaid in Los Angeles 


BERT HIRD LEAVES COLDEN STATE 


Bert Hird, Golden State Company's sales manager at the Al. 
bien ice cream division in Los Angeles has rengned. Mr. Hird 1s 
a veteran of twenty-two vears in the we cream business 


DR. JORYSCH HONORED IN VIENNA 


Dr. David Jorysch, Technical Director and member of the 
research staff of H. Kohnstamm and Co., has arrived by plane 
from Vienna. Dr. Jorysch had flown to Vienna to receive a 

“Doctor of Science” degree from 

the Vienna Polytechnical Institute. 

The of Dr 

Jorysch’s thesis was an orginal 

study of the him strength of all 

bast Surtace Active 

Materials as determined by and 

interpreted trom viscosity meas 

Dr. Jorysch carried out 
this work in New York using spe- 
cial precision which 
had to be umported from Europe 
He was advised in his work by 
the Dean of the School of Chem. 
A. Chweala, 
an eminent authority m this feld. 

For the past twenty-three years Dr. Jorysch has been in charge 
of new product development for H. Kohnstamm & Co. Inc., 
long-established manufacturers of (avors, flavoring extracts and 
colors. While in Europe Dr. Jorysch visited a number of plants 


and vestigated the technical phases of European chemical 
industries 
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ICE CREAM SALES SOAR 


KFS 


ANOTHER GUNDLACH FIRST! 
G. P. GUNDLACH & co. CINCINNATI 13, OHIO 


“Serveets te the Deiry industry” 


with 


WRITE, WIRE, PHONE 
FOR DETAILS NOW! 


BAKER REFRICERATION APPOINTS TWO 

Harvey Gaylord, Acting President of Baker Refrigeration Cor- 
poration, South Windham, Maine, announced recently that Fred- 
enck W. Smith, for the past six months Vice-President in Charge 
of Sales, has been named Executive Vice-Presidetn of the Baker 
Corporation. Sunultaneously, Mr. Gaylord also announced the 
appointment of Mark E. Mooney as Sales Manager of Baker. 

Regional Distributor Field Meetings were held during August 
im Atlanta, Dallas, St. Lows, Chicago and New York. These 
meetings served to acquaint Baker Distributors with the corpora. 
non's new policies, products, and to outline Baker's stepped-up 
advertising and sales promonon activties. 


FORTNEY JOINS BATAVIA BODY 


B. P. Fortney, formerly President of the Fortney Body Com. 
pany in Cleveland, has joined the Batavia Body Company of 
Batavia, Ilhnow, as sales engineer in charge of the territory 
comprising the states of Ohio, 
Western Pennsylvania, West 
Virgima, and Eastern Ken- 
The appointment 
sults from the acquisition of 
Fortney Body Company by Ba. 
tavia Body Company, which 
became effective 1. 

Mr. Fortney has had many 
years of experience in the re- 
frigerated body business, and is 
well-known in the dairy indus 
try. His appointment was an- 
nounced by Sid Crofts, Vice. 
President of Batavia 

8. F. FORTNEY Mr. Crofts also announced 
the appointment of Perry Walley of Jackson, Mississippi, as 
representative in the Southern territory. He will cover the states 
of Mississipps, Georgia, Florida, Louisiana, Alabama, and Ten. 
nessee 


FRANKLIN S. SPENCER IS DEAD 
Frankhn S. Spencer, for many years active in New England 


we cream circles, died at his home July 28 

Mr. Spencer managed the Worcester Plant of the General Ice 
Cream Corporanon and was a member of the New England 
Association of Ice Cream Manufacturers. 

The funeral service was held August | at Sessions Funeral 
Parlor, 7! Pleasant Sereet, Worcester. Burial was in the Hill. 
crest Park Cemetery, Springheld, Massachusetts. 


tucky 
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SMAHA IS BORDEN CHAIRMAN 


Oliver O. Smaha has been named chawman of The Borden 
Company's Chicago-Central District. In his new post Mr. Smaha 
will hawe charge of the company’s fluid milk and ice cream 
operations in metropolitan Chicago, Wisconsin, lowa, and most 
of Illinois. The chairmanship was made vacant by the retire 
ment of Charles L. Dressel, who will remain with Borden's in 
an advisory capacity. 

Previously, Mr. Smaha was president of the concern’s Chicago 
Fluid Milk Division. O. N. Koenig, who has been in charge 
of fluid milk sales im the Chicago-Central District, has been 
named to the presidency of the fluid milk division. He will 
continue also im the sales post. 


BEN DOLSON JOINS LIMPERT BROTHERS 


Limpert Brothers, Inc. manufacturers of ice cream fruits, top- 
pings and other products, and the Servwell Set sundae, has an 
nounced that Ben Dolson, well known supply trade figure, has 
jouned its sales force 

Mr. Dolson will cover Flor: 
da and adjacent territory, han- 
dling the company's complete 
len of products. Previously 
Mr. Dolson had operated in 
New York and the northeast 
area and at one time was pres 
ident of the lee Cream Supply 
Men's*Club of New York and 
a director of the Empire Flyers 

As another step in thew ex 
pansion of their sales force to 
eflectively cower the needs of 
ue cream manufacturers, Lim. 
pert Brothers has announced 
the appointment of Marvin Bouldin, formerly with the Borden 
Company's dry milk division im the south. Since the war, Mer. 
Bouldin has been serving the ice cream trade in Texas im a mini- 
lar line. He will cower the Stare for the Vineland, New Jersey, 
firm 

It was also reported that Mr. and Mrs. Gregory Limpert and 
daughter, Miss Jeanne Limpert, flew July 4 w Europe. Mr. 
Lampert, Vice President of Limpert Brothers, Inc. was seeking 
an extended vacation and well.carned rest. The party spent con- 
uderable ume in Greece and was «xheduled w return to the 
United States carly in the Fall. 


BEN DOLSON 


pe 
iy 
pe 
2 
: 
| 
; 
| : 


Pioneers In All-Alaminum Structure 


It’s PERFORMANCE that COUNTS 


Efficient performance combined with beauty in appear- 
ance are the keynotes of this latest Barry & Baily All- 
Aluminum 1500 gal. refrigerated body. 


Holding delivery costs down ic assured by the All- 
Aluminum structure of this beauty. Lightness in weight 
and rugged construction will give years of dependable, 
low cost operation. 


“Simee the Days of the Covered Wagon” 


BARRY & BAILY CO. 


2421 N. 27 ST. PHILADELPHIA 32, PA. 


JEWELL KIRCHER IS DEAD 

Jewell Kircher, founder President 
of the Granite City (Tlneas) Ice Cream Company, died recently 
in Los Angeles. He is surviwed by he wite, Mrs. Marne Low 
Lois Kircher, a daughter and two brothers 


CLINTON FOODS APPOINTS R. C. HICCINS 


(ar! 


siaty four, and fo-mer 


Clinton Foods Inc. m 
charge of Sales and Advertising, has announced the appomtment 
of R. C. Higgins as sales manager for the northwest distrnct of 
Clinton's corn processing diviwion with headquarters in Minne 
apolis 

The district includes the states of Minnesota, North Dakota, 
South Dakota, Eastern Montana, Nebraska, and Northern Wis 
consin and will be cowered by Mr. Higgins with the assistance ot 
Don Reed and Kenneth Budden, territory sales representatives. 


RAY O’MORROW NAMED MCHALE VP 

Ray O'Morrow as Vice-President wm 
charge of purchasing w another step in the overall sales expansion 
program pursued by Mchtale Manutacturing Company, Los 
Angeles stainless steel specialists in dairy, chemical, citrus, food 


processing and petroleum equipment production 


WEICOLD RUNS FOR OFFICE 

Arthur G. Weigold, general manager of the Torrington 
Creamery, Torrington, Connecticut, was nominated July § as 
a candidate for State Senator trom Connecticut's 30th district 
at a Republican convention held im Conley Inn. Mr. Weigold 


hrm for tortv-two vears. 


Whiteman. Vice President of 


The appomemment of 


has been assocsated with the dairy 


CHEMICAL COMPANY 
SOUTM WABASH CHICAGO 5, ILLINOIS 


C. W. ESMOND ADVISES: “SEE YOUR DENTIST” 


Milk and we cream plant operators are reminded to “see your 
dentist,” but for a reason other than professional care 

C. W. Esmond, Vice President of G. P. Gundlach & Company, 
Cincinnats, merchandising and marketung consultants, relates that 
the dentist can aid in promoting ice cream sales 

Mr. Esmond recalls that in a smal! Illimow town there io a 
dentut who “rewards” little boys and girls if they are exemplary 
patients by presenting them with a card entitling them to one 
big ice cream cone. 

The youngsters who demonstrate such gallantry receive the 
courtesy coupon bearing the dentist's signature authorizing the 
dispensing of the cone at a nearby soda fountain. The ice cream 
dispenser keeps tab on the coupons exchanged for merchandise 
and once a month the dentist settles up. Mr. Esmond pointed 
out 


NATIONAL DAIRY PERSONNEL CHANCES 


Several changes in key National Dairy Products Corporation 
personnel have recently been announced. 

E. Wayne Tyler, Jr, who was Advertising Manager for South 
ern Dairies, has been switched to the New York office, where 
he will serve as assistant to Glen Gundell, working on television 
and radio advertising. 1. O. Hitt will take Mr. Tyler's place 
in a mew position called Sales Promonon and Advertising Man 
ager. Mr. Hirt will be assisted by James Eastman 

Maurie D. Sherk is the mew Sales Manager at the Jackson 
ville, Florida plant. He has been with Southern Dairies for 


eighteen years 


CHOCOLATE FLAVORS 
COCOAS 


The Greatest Taste 
in Chocolate 


Branches Principe! Cites 
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“NINE BY TWENTIES” 


The Weller Company announces tts 
“Nine by Twenties” program of pont. 
sale posters designed to boost sales of a 
The serv- 


consists of promonon pieces featurin 


variety of ice cream products 


such novelties as tarts, come cups, ice ¢ cam 
on-a-stick, and carryout sundaes, and it 
is anticipated that a large range of soda, 
sundae, and banana split, and malted milk 
streamers will soon be ready for the trade 
Special chrome frames have been de- 
augned to hold the “Nine by Twenties” 
so that the display can be maintained per- 
manently. The inserts can be changed 
each time a fresh promotion is launched. 
Additional information is available on 
request from the Weller Company 


VISCOMETER CATALOG 


A catalog which fully describes the 
Brook held Viscometer has been published 
by Brookfield Engineeriny Laboratories. 
The instrument is used in the laboratory 
and at the point of process in a wide va- 
riety of industries to test, study and con- 
trol viscosity. Comes of the catalog are 
available om request from the manufac- 
turer. 


Your Firm Name 


| Nese Products 


| 


SUPERHOMO CATALOG 3 


Chorry-Baurrell has a new catolog on the 
Superhomo Homozemaer whic describes 
both the large and small capacuy models 
This machine in fwe frame sizes 
Ca>acities range trom to 2800 
per Pout 

The Superhome featurts a new 
or two-stage valve, pertor 
ated stainless stec! repaceaiic valve caps 
which absorb 98") on the 
valve; improved, adjustable and reusable 


of the wear 
plunger seals: a new, postive system of 
applying water to the plungers and many 
other conmst-uction, operating and sanitary 
features 


Copies of thu catalog are available on 


r equest 


Jordon Refrigerator Company is cur 
rently featuring its Model OF-9 ice cream 
and frozen food merchandising cabinet. 

This model features a four-thickness, 
fog proof, Thermopane glass display 
tront, H. P. hermetically sealed con 
densing unit and full color product illus 


INFORMATION PLEASE — 


trations im superstructure with slumline 
lighting m both superstructure and dis 
play compartments. (See accompanying 

Company also stared that pro 
duction was well under way on the larger 
relt serving cabinet, 
Model OF-1’, toe deliveries 


Aw 


temperature 


avatiahle 


Theos mode! the same construc: 
hen and features as the 
ematicr Modei OF-9, including an extra 


engineering 


heavy duty retrigeration system to mseure 
the safe display of ice cream products. 


CAKE ROLL CAMPAICN 5 
he 


featured wm national magazines with big 
fullxelor ads. Fivst t appear will be a 
full page, four-color ad in Life 
Octo er 9 issue. This will be tollowed by 
color adve-tuemencts in Famuly Circle and 
Woman's Dey 


lee Cream ‘n Cake Roll 


This nanonal campaign dengned wo 
help we cream manufacturers making the 
lee Cream ‘n Cake Roll. Point of pro 
motional matenal to merchandise this 
vertsing program uw also available 

Information on the production of the 
item, and on the special pomeot-sale ma 
terial may be had from the Newly Weds 
Baking Company 


LIFE 


To New Products Department, 


lee Cream Field 
19 West 44 Street 
New York 14, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the September issue. 


_ (Print Identifying Numbers) 
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CE S_REAM Septem r 19% &7 


ZERO SELF. SERVER 6 


Featurmg « rollmg glans top and de 
d to the sale of frowen foods 
we cream and froeen pices stores. 
a new Zero Self Server low temperature 
cabunet bas been snnounced by W. I 
arr, 
Frgidawe Diwimon, General Motors 


Commercial Sales manager of 


The rodhung giass & cumstructed 
of triple panes of glass, providing an un- 
obstructed of the witerior at all comes, 
and has stausiess etre! frames whech ride 
casly om recessed tracks 


ZEROLL 


The high speed com 


dipper 
Complete, seit de 
Beleases 


NUROLL 


wi fer 
€£@tame 


The mew cabemet has large storage co 
pacity. desgn samilar to that of 
Frogedawe's self-contained we cream cabs 
net hme, with space-saving compressor 
arrangement and under-the<cabimet 
denser, prowsdimg 11.2 cubac feet of full. 
length, top-to-bottom storage space 

Phere are three solid aluminum therma! 
dwiders to prowide four convement stor- 
age secnons if required. Other features 
include all-stee! cabunet; four inches of in- 
wianon; a streamlined one-piece stainless 


steel top; comvenent compressor compart 


ment: a Cold-Control and recessed, scuff. 


Ationtic 
| /, City 

| Oct. 16-21 
> 


@ Tete the hard labor out of fountain service. 


The priced 
tor home 
A 
teles promotion 
fem ter bulk 


@ Serve ice Cream free from foreign moisture 
and «e. 

@ Speed up serving. 

Cut down shrintage. 


BULKROLL 


It's so easy and speedy to Reoldip with a Zeroll 
that one attendant can dip many more servings 
than two working with old style dippers. 


Reldipping with « Zeroll largely eliminates 
lows from shrinkage. The ice cream is not 
packed into the dipper. Zeroll automatically 
measures the portion and holds « to the de- 
ered quantity regardless: of careless or hurried 


sear 


proot base. A sealed, rotary Meter-Miser 
compressor supplies the refrigeration. The 
retmgerant tubing cooling system is sol- 
dered to the storage compartment. The 
cabinet fimushed in white enamel. 

Available as accessory equipment for 
use with the new glass-topped cabinet is a 
streamlined merchandising superstructure 
with four full-color transparencies which 
are illuminated 


KARI-KOLD CIRCULAR 7 

The Kari-Kold Company has issued a 
new circular which describes its complete 
line of portable low-temperature cabinets 
for use om trucks. Copies are available 
on request 


PUNCH-N-JUICY 8 

The Standard Fruit Product Company 
has developed a frozen fruit punch con. 
centrate that is being made available to 
we cream manufacturers on a franchise 
basis. 

The concentrate has made its way into 
the frozen food cabinets of many large 


dipping. 

The Reldipped pertion w larger, the flavor wv 

not crushed out, the patron enjoys eating i, 

the “help” happy and the retailer assured 

his fair adequate profit on every serving. 
weit ter Some serving 
« Sere? Combice 
tee We His 
and cost recipe leat 
et Write te 


supermarkets wm certain test market areas, 
a company spokesman said. He pointed 
out that the product, known as Punch-n- 
Juwy Frozen Fruit Punch Concentrate, is 
handled by housewives similarly to the 


ce Cetam 


A dipper for Bal. 
dipping cream trom 


manner in which other frozen fruit con. 
“one part of the 
concentrate serves as the base for three 
parts water. 


centrates are prepared— 


The manutacturer’s spokesman suggest- 
ed three possible uses for the product: 
one, as a truit milk punch; two, as ice 


TRANSFER 
SPADE 
A Product 


A wrong, perfecty bel 
tow! tor t anster - 
fee cream trom 


A coined word wegerive of 
end Sultroll dippers 
ond rofl the portion, ewlo- 
matx ally meawring avord- 

ing compression and duinhoge 


cubes on a stick; and three, as straight 


Punch-n-Juncy 


THE ZEROLL COMPANY 


2410 Rebinweed Ave., Tolede 10, Ohio 
Cop rrigtt | 950 The Compeny 


> 
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MERRITT LID 9 


A new transparent lid for open-top ice 
cream cabinets has just been announced 
by R. Merrat & Associates 

This new lid for open cabunets re- 
perted to be the result of continuous 
experimentation and tests for the past 
egit months. The arched demgn report. 
edly gives strength and resshency for long 
lite. The open ends and back perma a 
slow crculanon of room air to warm the 
lid and reduce fogging to a minumum 

A rubber edge is securely fastened to 
the reinforced tromt for quiet operation 
The red tar handle is welded to the lid 
amd the reinforcing snp 


ihe lid ts hineed at the back on chrome 
plated clamps which can be easily and se- 
curely fastened to the cabinet top over 
the rubber chamber guard. No tools are 
required for the installation, the manu- 
facturer reports 


CLEARSITE FORMULA 10 


A formula and method for prevention 
of fogging on refngerated display cases 
and transparent cabinet lids has been de- 
veloped by Clearsite Laboratories, Inc. The 
process is applied in much the same man- 
ner as that employed by professional win- 
dow washers—with a squeegee. 

The first treatment of a surtace lasts 
about a week. Following treatments last 
thirty or more days; each additional ap- 
plication has an increasingly longer effec. 
tiveness, according to the firm. 

The product has been released for sale 


owe 

through kes distributors, located through 

out most sections of the Lined Seates and 

Canada. Complete mformation, or ar 

rangements for a demonstration, can be 

had on request 


TRUCK MODELS 1 

The motor truck division of Interna 
tional Harvester Company, to meet orders 
tor tactory-assembled refrigerated trucks, 
has introduced two multistop delivery 
truck models with automatically operated, 
comstamt-temperature refrigeration units, 
it was announced by W. C. Schumacher, 
general manager 

The new models are the low-tempera 
ture LM.-150 refrigerated truck, with a 
temperature range of 10 to 35 degrees 
above zero, and the medium-temperature 
LM.150, with a range of 35 to WO degrees 

Both models are built on an Internanon 
al chassis with an insulated Metro body 
and are being assembled with a choice of 
two different refrigeranon units 

Ac the same time Mr. Schumacher an- 
nounced that the company is making the 
two refrigeration units available for im- 
stallanon in msulated trucks im the held 
These units are demgned to refrigerate 
up to 400 cubic feet of space 


GBI CATALOG 12 

The publicanon of the August usue of 
the GBI catalog has just been announced 
by General Biochemicals. Inc. It loses 224 
special products for investigational use in 
the fhelds of biology, microbiology, bac- 
teriology, biochemistry and nutrition. Th- 


CHOCOLATE 
FLAVORCOAT 


Made with CHOCOLATE LIQUOR 


better taste for ice cream 
bars and novelties 


HOOTON 


CHOCOLATE COMPANY 
x = NEWARK 7, NEW JERSEY 
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following types of products are included: 
amano acuds, carbohydrates, nucleoproteims, 
purines, pyrimidines, enzymes, 
logwal and bactenologwal media, com- 
plete biologecal diets, warsous nest diet 
ingredients and mucellaneous researc bio- 
chemicals. Comes of tha new GBI pub 
heaton are available upon request 


NOVELTY CARTON MOLD 13 

A cardboard mold make ke cream 
nowelties has been desgned and placed on 
the market by Mammeond Confectionery 

The carton mold shipped Jat, and 
said to he camly constructed and tilied. 
No washing, sterilizing or excessive stor 
age space ws required with this mold, the 
mandtacturer clans 

Addinana! 
Upon requires: 


SANITARY MOTOR 


wmformanen will be sent 


A screened, splashproof sanitary motor 
has been developed by engineers of LU. S 
Electrical Motors. It is m addinon w the 
totally-enclosed type announced last year 
The screened model, Type CP, is equipped | 
with screened ends with the openings lo 
cated underneath so that water cannet in 
trude. Use of sreened vents permits full 
ventilation, essential in a horsepower range 
trom to 7 

The new type of motor is fully stream 
luned, finished in baked white enamel and 
meets all sanitation codes, according to a 
COMpaNny spokesman 
obta ned on request 


Literature may be 


udson’s 


VAWNILLAS 


Finest Vanillas for Over 60 Years 
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MICHAEL BAGS 


An mnovaton im packaging powdered 
vanilla of witerest to ue cream 
producers and others using these products 
ws the new Poly-Ethylene bag just intro 
duced by Dawid Michael & Company 
Called Pre-Packed, the Michae! pack re 
portedly assures flavor uniformity because 
cach pack w a measured quantity, pre- 
packed to the mdividual manufacturer's 
requirement 

The Michae! Pre-Packed bag is hermet-. 
wally sealed, assuring retennon of flavor 
and freshness. Michac! & Com 
pany's powdered vanilla flavorings, which 
wnclude Mixewan, Titan, Twist, and True 
Varulla Sugar, are all available in the new 


Pre-Packed bag 
“SERV-ALL” 16 


Smith. Werner Company has announced 
that it has started production on the new 
“Serv All” senda 
fountain that uses the space of only two 
complete holes of a standard we cream 


Fountain, a complete 


cabunet and u equipped with a twoway 
draft arm, four standard syrup 


pumps, fowr crushed frust jars with ladles 


and spoon hoider, a cupped «we compart 
ment, stotage space tor mime quarts of 
wulk and features the conventional 
cooled water bath method for sada water 

It dest bed “veal” 
creamerics, confectionery sores, grocery 
arts, shops, drive-is 
and wmilar outlets that must use the ab 
solute minumum of ‘space to accommodate 
customers 


tor smal) 


ACE MODEL A-20 17 


The new storage and freezing cabinets 
being made by Ace Cabinet Corporation 
are said to feature precision engineering 
mm insulation to provide maximum efhcien- 
ey under all climatic condinons 

The body of the unit has corkboard and 
rgud =hibreglas fully 


Doors are stainless stee! 


insulation, seaied 


agaist 

ge 


with wajor proofed panclyte pan. Over the 
condensing unit section, there are three 
walls of refrigerating surface for faster 
treemng of foods 


WHIRLA-WHIP 18 

Whurla W hap, Inc, has developed 4 
program desgned for we cream manufac 
turers “who want to get their share of the 
soft cream business.” 

Basically, the program consists of the 
Whirla-Whip machine and the Whirla- 
Whip “controlled” soft cream base. The 
machine w a portable mixer and homogen- 
wer. It dispeases soft cream im as many as 
htty flavors. The base is a well-balanced 
dairy food high in milk minerals and vita. 
mins which can be made im all fat ranges, 
accordng to a spokesman for the manuw- 
tacturer 


Retailers need only stock one flavor, 
such as vanilla, and by adding the desired 
flavoring at the ame the base is being 
converted to soft cream, a fhftylavor va- 
riety is made available. The machine os 
described as “sanitary and self-cleaning so 
that no rinsing is needed between flavors.” 

Shipping weight of the machine is 230 
pounds. It is 33 inches high and meas 
ures I1', inches at the base. 


“You Make More Money With FRANKLIN REFRIGERATED BODIES 


h® Made of Steel Blectrically Welded for Strength and 


Lightweight. 


% Incorporate every known improvement which means 
the right design and the proper features for your needs. 


&® Greater payloads at lower operating costs. 
Write today fer 4 quctetion on your perticular problem, 
whether tis a replacement or fleet edinon. 


Get our prices before you buy! 


FRANKLIN 
BODY & EQUIPMENT CORP. 


1042 DEAN STREET 
el.: STerling 9-5400 


BROOKLYN 16, N.Y. 
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Business News | 


LAMONT, CORLISS ADDS TO PLANT 


To meet the increased demand for Nestle’s Chocolate Products. 
Lamont, Corlus & Company is building an 80,000 square foot 
addition to its large chocolate plant at Fulton, New York. The 
contract has been awarded to John W. Harris Associates, Inc. 
4) Rockefeller Plaza, New York City 


This new building has been especially designed to house the 
most modern moulding and packaging equipment obtamabic 
This new addinon of both plant and equipment will result in 
a sibstantial increase in the output of Nestle’s chocolate bars 


The building will be three stories high and design provisions 
will be made for a future fourth story addition. Ir will be 
structural steel frame construction with brick and glass block 
walls. Lighting will be fluorescent. Ground has already been 
broken and completion us scheduled for late Fall 


FIVE DAIRY FIRMS ELICIBLE FOR AWARD 


From the almost 5,000 corperanon annual reports for 1949 
submitted m the Tenth Annual Survey, conducted by Weston 
Smith Fimanceal World, fwe dairy products companies have 
qualihed for “Highest Mer Award” citations: They are the 
Beatrice Foods Company, the Borden Company, Foremost Dairies, 
Inc., National Dairy Products, and Philadelphia Dairy Products 

The stockholder reports of these compames have thus become 
candidates for the hina! judging, and one will be selected tor a 
“Best of Industry” award and presented with the bronze “Oscar 
of Industry” at the Financial World Annual Report Awards 
Banquet on Monday, October 4), 1950, in the Grand Ballroom 
of the Hotel Statler nm New York. A year ago the 1948 annual 
report of Nanonal Dairy Products won the trophy for the best 
report in this industrial classifcanon 


The independent board of judges in this year's competition 
ts under the chairmanship of Dr. Lewis H. Haney, professor of 
economics at New York University, and he is assisted by Car- 
man G. Blough, C.P.A., research director of the American 
Instieute of Accountants; Denny Griswold, publisher of the 
Public Relations News; Elmer G. Walzer, financial editor of the 
LInited Press; Guy Fry, President of the National Society of 
Art Directors; and John H. Watson III of the National In 
Board 


dustna!l Conterence 


GUNDLACH CONFERENCE HELD 


Remdent area consultants and general management exccutiwes 
of G. P. Gundlach & Company, 1201 West Eighth Soreet, Cin- 
annan, merchandiang and marketung organizanon, convened at 
the home ofhee for a sunday conference recently. New develop- 
ments in diweruhed uses of milk, we cream and related dairy 
products based on research mm the Gundlach laboratories were re- 


wewed dunn? the confersnce 


Pictured are: Center foreground, Don M. Searles 
Minnesota; and Charles E. Clark, Independen 
ed lett to roght are Richard I 
Barnhart, Oxtord, Ohio; R. C Mississ pps, 
Robert C. Rubi, advertising manager, Cincinnati home ofhce; 
Dayton Calloway, |. D. Birchard, Syracuse, New 
York; H. F. Preece, London, Ontano; A. B. Drake, Fort Worth, 
Texas; and CC. W. Esmond, Vice President of the organization 

Standing left to mght are: G. P. Gundlach, Presadent; Charles 


E. Lawrence, director B. Lampe, production man 


Albert Lea, 
oe. Missouri. Seat 
Otberding, Philadelpiua; | 


Runyan, jackson, 


of researc; | 
ager, all of the Cancinnan home office exccutive staff; Merman 
Suter, James Galagher, Cincinnati; Blaine Phillips, 
Donald Morgan, Concunnati; Ross |. Winning, dairy 
management consultant asseciated with the home ofhce; James 
Taulbee, Columiua, South Carolma; and C. Mill, Los An- 


geles, Calitorma 


EXTRAX ANNOUNCES CLEVELAND ADDRESS 

The Ext-ax Company, Brooklyn, New York, manufacturers of 
stabilizers and other ingredients for the we cream industry, an- 
nounces the new address of thew medwestern office at 312700 War 
renaville Road, Cleveland 22, 


( memnati: 


FOR SANITARY, EFFICIENT, LABOR-SAVING ADVANTAGES 


Cut shows 60-gallon sz 


AND SOLID SATISFACTION, 


we offer our Center Storage Fountain 


Also in stock on 50-gallon size 


Fountam and Luncheonette Equipment SO in 


appearance 
your dealers’ customers who become regular patrons 


mreased sales for 


And 


a powerful factor m 


4 de readable 


amy years Of 


Why met call upon us to help with your Dealer needs ’ 


tor the Souda Fountam partment 


GRAND RAPIDS CABINET COMPANY 


GRAND RAPIDS, 


MICHIGAN 
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NEW BUILDING that offices ond fectery of the A. 
les Company « Muctrated in the architects shetch. 
shove The sow building scheduled for completion by September 
will hewe mere thee 6.000 equere fee? of Boor space. The firm mene 
fectures Gevors for the ice cream end other adustrics 


RECOLD ADDS JOBBERS 


The expanuon program of Refrigeration Engineering, 


Loe Angeles, Calitorma, which was started well over two years 
ago, has seen mereasing activity during the past few months, 
Quinn, Director of Sales 
The company manufacturers Recold heat transfer equipment. 
With the addition of many new refrigeration and air condi 


it was announced recently by Harry | 


jobbers, the marketing of Recaid equipment now under 
way wm virtually every tracing <rnter the LI 
States and un many countries abroad 


NDC SET FOR MEMBERSHIP DRIVE 


The annual membership drive of the National Dairy Council, 
wth main othe on age. will begin m October and 
through December, « was announced recently by Lloyd H. Geil, 
the Council's of Publi The slogan, “Teil 
More, Sell More” has been adopted to keynote the campaign 
Quota tor the fund dawe has been set at $300,000. 


Relations 


Seurth Mertior Street Les Angetes 3. Ceti. 


VENDOR 


FOR ICE CREAM 

BARS-ON-STICKS 
OR ICE CREAM 
SANDWICHES 


The ONLY Merchandiser With All the Practical Features 
That Mean Maximum Sales with Minimum Investment 
Ne edditiona! Packaging’ @ Light Where It's Needed’ 
Completely Autometic' 
Extre Big Cepacity' 


Rejector and Coin 
Chenger ot Ne Extre 
Cest! 


Fest, 
Right 
weys' 


Leeding' 
Temperature Al. 


‘White Today! 
ATLAS TOOL & MFG. CO. 


CCLORADO COVERNOR AIDS PROMOTION 


Governor Johnsen of Colorado jomed with Duncan Hines in 
introducing the new premium Duncan Hines Ice Cream in Colo- 
rado recently 

Latest intreduction was at Denver, Colorado, where Stetten’s 
Garden Farm Dairy has been franchised to manufacture and 
distribute the Duncan Mines Ice Cream im a three-state area in 
cluding eastern Colorado, western Kansas and southern Nebraska. 

Newspaper advertising and articles gave the event widespread 
publicity. Prctures of Duncan Hines and Gsovernor Johnson eat 
ing we cream appeared in the Denver Post, Racky Mountain 
News and weekly newspapers im the area 

Since May franchises have been granted by HMuines-Park 
Foods, Inc., Ithaca, New York, to nineteen dairies to market the 
new formula we cream—which is on sale or will be on sale 
through 8,000 retail store outlets with a combined trading popula 
fon of more than 16,600,000 


GAIN IN NATIONAL DAIRY EARNINGS 


Halt-vear earnings of National Dairy Products Corporation 


tor the frst six months of 1950 were $2.77 a share, compared with 
A. Van 
Bomel, President, has announced. Net earnings were $17,587,399 
compared with $16,537,423 im the first sux months of 1949 

Total tonnage of products sold increased. Dollar sales declined 
moderately $456.2 18,089 im the first halt of last vear to 
$440,985.592. due to price reductions, Mr. Van Bomel said. The 
decline im dollar sales, however, was more than off-set bw a reduc 
nen costs from §440,784.306 mw 


$32.62 a share m the comparable period a year ago, | 


from 
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LENT’S NAMED SWEDEN DEALER 


Lent’s, located im Bremerton, Washington, has been 
dealer im that area by the Sweden Freezer Manufacturing Com 
pany Seattle, makers of soft we cream freezing and dispensung 
equipment. This frm will now add Sweden Speed Freezers to 
its extensive lime of commercial refrigeranan equipment. Ofhcuals 
of the Lent firm include E. B. Lent, Harold Lent, and Ted C 
Blomberg. 


“WHOSE FARM IS THIS?” 


Rural and community good-will w being gained by the Bonne 
Doon lee Cream Corporation at Mishawaka, Indiana by asking 
each week, “Whose Farm Is The?” Obmee cach week an air 
planewview or high-hill-view picture of farm im the area is pub 
lubed im the newspaper. The angle for the piture 
one not used by people driving past the farm, to make «@ more 
difheult to determine whose farm it is. 


Also the camera i at 
a great enough distance s that nothing in the scene tells directly 
whose farm it is. 

Each picture is introduced with the announcement, “Here's 
A New Mystery Farm! Does It Belong To You? Or Do 
You Know Whose Ir Is?" The first person to telephone or to 
tell im person correctly whose farm it is and its location, is 
awarded tree of charge a gallon of Bonnie Doon ice cream 

If the farmer hunself identifies his farm before the next farm 
picture appears—one week later—he too is awarded a gallon 
of Bomme Doon ice cream. In addition to that he is given a 
tree &xl0° enlargement of the picture of the farm and a free 
frame for the picture 


Rural and town folk became instantly ueerested um the farms 
in the Mishawaka area so they might be the lucky winner of 


Sugarnut 
banana 
puree 


@ Real honest-to-gosh bananas... processed without syn- 
thetics in tropical sunlight .. . no wonder Sugarnut Banana 
Puree is used by leading ice cream manufacturers every. 
where Ready to use without muss or fuss at the plant 
Easy to handle. Economical. No worry about bananas be. 


coming over-ripe because of production delays. No. 10 tin 
s air-tight which preserves the flavor of Sugarnut genuine 
banana puree. Write for literature on how to use. 


"FRUIT PRODUCT COMPANY. 


208 210 MAIN STREET” CINCINNATI 2, OHIO 
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For Controlled Quality Ice Cream 


@ Commercial use has proven Cunrtose 
(dextrose) far superior in producing qual- 
ity ice cream, sherbets ond ices. Cuntose 
enhonces flavor, eliminates “‘sandiness,” 
and gives your product that velvety smooth, 


CLINTON FOODS INC., CLINTON, IOWA 


As thee 


mnterest increases. the Bonnie Deon name scasociated closely 


that gallon of Benne Deon «xe cream 


with «. The frm has found that farmer folk are often quann 
}. Muldoon w Preadent of 


ty purchasers of we cream H 
Bonme Doon 


H. KOHNSTAMM HONORS 265 EMPLOYEES 


Service burton awards were made recently tw 265 members of 
the H. Kohnstamm Organization whe had completed five or more 
years of service. The awards were m the form of jewel studded 
buttons and pins, goldmounted with embossed hgures showing 
the number of years in hwe-year intervals up to fifty years, Wil 
lam A. Schnakenberg and Charles D. Allen recewed the fifty: 
year buttons having completed half a centucy of service with the 
company 


KOLD-HOLD NAMES C. H. BOYD 


H. Boyd, of Atlanta, Georgia as 
direct factory representative to the southeastern and mid-southern 
states territory, was recently announced by |. R. Tepter, General 
Sales Manager of Kold- Hold Manufacturing Company, Lansng, 
Michigan 


The appointment of © 


Mr. Boyd has had executive expersence in the refngeration 
held. Im 1925 he jouned the General Retrigeranon Corporation 
as a refrigeranon held servwe man. After eight years, he lefe 
this postion to enter the sales firid. For the past seventeen 
years he has represented several allied refrigeration lines through. 
out the southeastern states 

As a direct factory representatwe, Boyd will handle the Kold. 
Hold “Serpentine” plate and the “Hold-Over” truck plate. 
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standing (nuitation 
take your troubles 


American Food's 


Dedicated to the improvement of your products and lower production costs 


American Food Laboratories, Inc., 860 Atlantic Avenue, Brooklyn i7, ¥. 


COLDEN STATE BUYS SAMARKAND 


The Golden State Company, Led. has purchased the Samar 
kand lee Cream Compan, with ofhees in San Francisco. The 
acquuaition was announced by Paul Young, Golden State Pres 
ident,, who said that Earle Muzzy, Samarkand President, will be 


retained as the new Golden State afhliate. The 
sale pree was not disclosed 


Manager of 


BEATRICE EXPANDS IN INDIANA 


The Beatrice Foods Company has purchased the King Dairy 
and the Bender lee Cream Company at Richmond, Indiana, 
and will operate there under the name of King’s Dairy, Division 
of Beatrwe Foods Company. Beatrice has also purchased the 
Richardson Dairy at Oakland City 


LA CROSSE EXPANSION ANNOUNCED 


The seventeen years of La Crosse Cooler Company activity 
have been punctuated with seven expansion programs and the 
eighth and latest has just been announced by the management 
of the frm at La Crosse, 

The mew building, adjoin: the main plant and offices which 
were completed in 1946, and now under construction will com- 
prise approximately 30,000 square feet of additional loor space 
to be utilized ennrcly for production purposes 

Lipen completion of the addimon and the re-arranging of 
departmental! the fem plans enlarge its ofhce 


facihitics and provide 4 room for the display oft its products 


PICTURED BELOW are the directors of the Creamery Pactage Manu 
facturing Compary «he met recently. the CP Fort Athinson factory 
Following the sr meeting the dwecteorn meade « tour of the cP plant 
Fort and Lebe From left te reght 
G. W. Puteam A. W. Craven. Jr. A. Drefein, A. W. Crowen, Se 
G. Wells C. Meot Prete D. W. Fisher, and E. Lebrect 


TWO BORDEN ACQUISITIONS ANNOUNCED 


The plants and business of the Sancken dairy enterprises, head. 
ed by George A. Sancken, Sr, of Augusta, Georgia, have been 
acquired by The Borden Company 

Efectiwe unmediately, Borden assumes ownership of five dairy 
companies operating in six Southern cities—areas in which Bor 
den has not previously sold fluid milk and we cream. These are: 
Georgia-Carolina Dairies, Augusta, Georgia; Dixie Dairies of 
Macon and Albany, Georgia; Richland Dairies, Columbia, South 
Carolina; Greenwood Creamery, Greenwood, South Carolina; and 
the Hancock Creamery Co., Sparta, Georgia 

Under Borden's policy of decentralized operation, Mr. Sancken 


will continue to conduct the business of these companies. The 


Sancken interests have become the South Atlantic Regron of The 


Borden Company, with Mr. Sancken as chairman. The head oi 
Georgia's Milk Control Board and a director of the Internationa! 
Association of Ice Cream Manufacturers, Mr. Sancken is a prom: 
nent civic and business figure and a leader of the South's dairy 
industry. 


Lester Levy, President of the Independent Ice Cream Company 
of Waco, Texas, has also announced sale of his entire holdings 
to the Borden Company, Southern Division 


The company, makers of Blue Bird Ice Cream, was founded 
by Mr. Levy in 1930. Failing health forced him to sell his inter 
est though he will remain in the same capacity under the new 
ownership. 


Lonnie Allmond, Vice-President for Borden with offices in 
Houston, said his company is transferring to Waco Jack de 
Cordova, now at Biloxi, Mississippi, to help Mr. Levy in operar- 
ing the business 


BASTIAN-BLESSINC EXPANDS PLANT 


The Bastian-Blessing Company of Chicago, manufacturers of 
tountain-luncheonette equipment, ts biniding an extension f© its 
Chicago plant, to permit the expansion of its engineering and 
The mew wing, like the rest of the build. 
ing, 1s built of light pressed brick with 70 per cent of its walls 
clear glass and is air condimaned. This new addition brngs the 
oor space of the plant to nearly 240,000 square feet. 


research departments 


The company also announced that it will hold a National Sales 
Meeting at the Hotel Traymore, Ariantic City, New Jersey, from 
October 12 to 15. This meeting immediately precedes the Dairy 
Industries Exposition at which Bastian-Blessing’s 1951 fountain. 
luncheonette equipment will be unveiled. More chan 100 distribu. 
tors and thew salesmen are expected to be im attendance. 
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And this is a standing invitation to visit with us at 


ATLANTIC CITY - OCTOBER 16 - BOOTH 536 


AMERICAN will be out front with semething VEW in 


As usual, 


FLAVORS 


Vanilla Extracts and Powders Formula $-233 
Pure Coffee Concentrate STA-VEL for ice Cream 
Trve and Synthetic Fruits STA-VEL for Fruits 


Also FOOD SPECIALTIES such os VEL-MARSH Marshmotiow Powder 


MARCOID iLiquid) 
WILCOID (Powder) 
CONCENTRATE “A” (Plastic) 


TASTE AND TEXTURE 
CLINIC 


BORDEN VOLUME UP 

Estimated earnings of The Borden Company were $9,550,000, 
oc $2.31 per share during the first half of 1950, as compared with 
$10,200,000 or $2.57 per share reported in the same period of 
I1M9, Theodore G. Montague, President, revealed recently. 

Volume sales rose during the period, he said, but lower prices 
for some principal products brought dollar sales to $295,897 609, 
which was three per cent lower than the $305,047,723 received 
during the like period last year. 

The greatest single factor contributing to the decline in carn- 
ings was the milk price war in New York City which caused the 
Company's largest fluid milk operation to show a loss for the 
first half-year, Mr. Montague said. As a result, the earnings 
of the Company as a whole were affected substantially 


FOREMOST LAYOUT SERVICE ANNOUNCED 


Foremost Fountains, Inc., manufacturer of soda fountain equip- 
ment at 527 Casanova Street, Bronx 59, New York, announces 
that its representative, Associated Designers, is now offering a 
layout and design service. This service will be free to all Ohio 


distributors. 


Hubert Weiss, founder of Associated Designers, takes this step 
to improve dealer cooperation, and to stimulate dealers’ sales of 
Associated Designers’ complete line of bar and restaurant equip 
ment. Associated Designers’ new address is D&C Navigation 


Building, Cleveland, Ohio. 


SUTHERLAND TO BUILD CALIFORNIA PLANT 

The Sutherland Paper Company, with headquarters in Kala. 
mazoo, Michigan, announced that it will build a plant for pro 
duction of certain specialty items in Santa Clara, California. The 
plant will contain 96,000 square feet. 


SEALRICHT ANNOUNCES CONTEST WINNERS 


The ten winners of the first of the series of three Sealright 
national ice cream recipe contests are: Mrs. G. V. Bauer of 
Denver; Mrs. Lloyd Ellis of Phoenix, Arizona; Grace E. Hayes 
of Detroit; Mrs. Ruth Herndon of Mission, Kansas; Wanda 
Fayne Hoppes of Memphis, Tennessee; Marion Joyce of Pitts 
held, Massachusetts; Mrs. B. A. Koteen of Washington, D. C.; 
Ida L. Newland of Oklahoma City; Mrs. Majorie Nordbye of 
Minneapolis; and Mrs. John W. Walker of Auburn, New York. 

The sponsoring ie cream manufacturers with prize winning 
customers in the first contest are: Beatrice Foods Company, Den- 
et; Lily lee Cream Company, Phoenix, Arizona; Miller's Dairy 
Farm Store, Detrow; Velvet Freeze, Inc., Mission, Kansas; High's 
lee Cream Company, Memphis, Tennessee; Pittsheld, Massachu- 
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setts Milk Exchange; Fussell-Young Ice Cream Company, Wash 
ington, D. C.; Townley Dairy, Oklahoma City; Frozen Custard 
Manufacturing Company, Minneapolis; and Dairyland Ice Cream, 
Auburn, New York 

The first contest closed Jume WO. The second contest ended 
August 15 and is now being judged. The third contest runs from 
August 23 through Seprember 10. Ten major Westinghouse ap 
pliances are provided as prizes for each of the three contests, in 
cluding a 16-inch telewmon set, home freezer, electric retrigerator, 
electroc range, 

The recipe judged to be “the best way of fixing ice cream” 
entered in any of the three contests «@ to be awarded a Packard 
automobile mid-October 

The judging is done by R. I 
judges 

Sealright headquarters in Fulton, N. Y. reports that its ice 
cream manufacturing customers in all parts of the country are 
talking of widely stimulated interest in we cream because of the 
contests. 


Polk & Co, Chicago firm of 


TASTE CHAMPS ere Joseph Cassidy, 10. and Frances Brucete, 12. beth 
of Staten New York (960 Children's Ald Society frectle contest 
winners, who heave been seamed United States sode testers by 
Liy-Tulip Cup Cerporetion. now begicning search tor America's 
198! Sode Fountsineer Champion. 
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ANDERSON & WACNER PRODUCTION 
INCREASES 


Marking the end of the fret year m a factory addition which 
deubled the orygmal plant wer, Anderson & Wagner, Inc. Los 
Angeles, Calbtorma, manutacturers of soda tountam and drink 
dupenang equipment, report a substantial increase im total pro- 
ductian, according to a statement made recently by Mark Ander 
som, Premdent of the company 


A little more than one year ago the new unt of thew factory 
was completed bringing the total manufacturing space to 30,000 
square feet (see accompanymg illustranon). Thu addimon was 
made to provide for increased production of Everfrost 
Seda Bars and to allow addimenal space for soda fountain pro- 
duction 

During the fret wx months of this year, the production of the 
company i well over twenty-fhwe per cent ahead of the same period 
last year and present indications are that thu same increase will 
through the wear. Sales tor the company are keeping 
pace with the increase in production 


A GOOD BRAND IS WORTH 


“PROTECTING” with 
MULHOLLAND DUBL-STRENGTH 


WOODEN 


SINGLE 
-PAK- 
SPOONS 


SINGLE PAK SPOONS bring the cost of sanitary protection for 
y brend end seme, end creation of tlosting 
PEMEMBEANCE tar ite superb quelities . TO A VERY SMALL 
FRACTION OF A CENT! And in thu dey of increasing compe- 
titien, you NEED thie hind of proven advertising investment. 
SINGLE PAK SPOONS ore im close by themeelves fer quolity 
end tility 
@ Use either end as the bow! mobes 
them easier to insert in “hard” ke cream 
@ Machine courted in strips eliminotes 
end weste 


pr edvuct 


extra hendling 


individve!l «repping protects dust, dirt and 
montvure the customer of your interest in 
his health protection 
$* on ger than ty pes. be: ouse they re wider 
ot the weobes! pomt 
fae 
the Deere 


less time ...less cost... 


We can help vou make the 
finest ice cream your cus 
tomera have ever tasted’ 


-Dried The complete facilities of 
our taboratories are at 
Corn Syrup Solids 


service 


Try A Trial Batch With OK 
and prove to yourself how 
much OK ean do te give 
you a finer prodect at lower 


your 
with 


to help you 
technical problems 


cost. See your 
representative or 


direct. 


THE HUBINGER CO., Keokuk, lowa =: 


Confectioners’ Core Thine Betling Starches, Mealding Starches 


Hubinger 
write 


JULY PRODUCTION DOWN 11% 


lee cream production in the United Srates, estimated at 61,325, 
OOO gallons for July, was 11 per cent smaller than the July 
output last year and was 14 per cent below the 5-year, 1944-48, 
average for the month, the Bureau of Agricultural Economics 
reports. 

Production declined 2 per cent contra-scasonally between June 
and July this year, marking only the third ume in more than 
thirty years of record that we cream output failed to advance 
trom June to july. The seasomal gain a year ago was 3} per 
cent, while the average increase between June and July im the 5- 
year period, 1944-48, was 10 per cent 

From january through July, we cream production totaled 
322,970,000 gallons-——down 5 per cent from the same period of 
1949 and off 4 per cent from the 1944-48 average output for 
these seven months 


FRICIDAIRE ANNOUNCES 3 


Three new appountments to National Business Sales department 
of Frigudarre of General Motors have been announced. 

Appointed to key posts in Frigidaire’s National Business Sales 
department are: |. F. Calvin, formerly National Business Sales 
representative ot Frogndaire’s Che ago distruct, now Nanonal Bus. 
ness Sales representative in the midwestern territory out of Day- 
ton; H. T. Buehring, formerly division manager and National 
Business Sales representatives in the Fort Worth district, now 
Nanonal Business Sales representative of the southwestern terri 
tory out of Dayton; and LeRoy |. Krantz, tormerly manager of 
engineering, installanon and air conditioning sales tor a refrigera- 


tien firrn im Dayton, now Air Condimoning Sales engineer for 


Frigidaire 
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FOR SALE 


FOR SALE 
Modern ice Cream Plant 
Leotated in leading tieergia 
with name brand and eetah 
lishet W reute 
cuver ine miles and 45° cue 
piue (we highiy paring re 


taii machinery and 


sed 


three reute iruck® at 
erator Thien plant hae made as 
muck as 068 a year 


tomers 
: REAL ESTATE SERVICE COMPANY 


000001 


FOR SALE: One |. Bump Pump and one 


Bump Pump: One 20 HP. GR 
1145 RPM. 2 phase, 220 » Boa 525, Ice 
Fano. 19 W 44ch Se NY Y 


FOR SALE: One wngle barre! 150 gallon per 
hear Vogt lee Cream Freezer, 

el VIDE, serial 806. In good operanng cond: 
nen. Wil operate on pounds beck pressure 
on about 5 tons of refrigeration. Equipped 
with variable speed transmission vo pumps Will 
operate from about ©) to 150 gallons per hour 
ls bemg replaced by « larger machme Price 
$930 00) Offered subeect w pro wale 
ctate and delwer two rairoad A casheer check 
for the purchase price must accompany order 
to Can be mapected FOB. Johnstown 
Sanitary Dairy Company, lohnetown, Penney! 
vania 


POR SALE: Sweden lee Cream Freezers com 
plete with condensing units, quart ca 
pacity, brand new m rates Also 51060 Tay 
lor on 6 gallon hardening cabmet Very low 
prees Also 6 fou Bobtal Fountam $395 00 
Interstate Appliance Co, 600 Broadway, N.Y 
WAlker 3.2755 


FOR SALE: One Pur-Pak Automatic «e 
cream packaging machine like new. Used only 
one season. Complete with filling nozzles for 
} flavors and single flavor Priced right. Legion 
lee Cream Co, 4251 S. Seate Se, Chicago, Til 
Phone BO. 8.2600 


POR SALE: New Vending Boxes (shoulder) 

lightweight, msulated white enamel finish, ca 

pacrty 10 to 15 doz novelties; strap included 

New England Vending Equiprent Co, Webster, 
ass 


FOR SALE 


POR SALE: Northews: 
en duples we cream bar meker stk 
Slab sheer, practically mew Super kee 
Cream & Locker Co, Amery, 


POR SALE: Geed selecmen of freezers, be 
mogenieer, coolers, pasteurvwers, hllers, vacuum 
pans, churns, purnps, Write ot wore vour 
requirements Lester Kehoe Machinery Corpo 
ramen. | Bast 42nd Sereet, Ner York 17, N.Y 
2 4616 


FOR SALE: Beme dratved, will sacrifice te 
quack sale }...1949 Chevrolet dry we, vending 
trucks, excellent comdeton, low muleage and | 
ton dry we, xe cream truck body, mew lest year 
lest weer we cream wending 
1941 1 ton cruck with 690 gallon, 
Rebiuens & Burke cefrigereted beady All the 
equipment m excellent condimen but must cell 
beceuse of draft 178, lee 
19 W. 44h Se, Y Y 


FOR SALE: Mak and we cream plant located 
m Northwestern Wisconen Yearly sales $200. 
Pree £73.000 Row 175. lew 
19 W. 44h Se, N Y Y 


FOR SALE: Anderson stick placer 
General Mills ee Cream Carton set up ma 
chene of machmes eacellent 
444. kee Fano, 19 W 44th Se. 
N Y 


FOR SALE: & Cushman vending scooters m 
good running condition—$200 00 each Also 
and "34 Dodge ten wending trucks woth 
new dry we bodies, 37 Chevrolet wending truck 
and Made! A Ford with beady Will sell cheap 
Dream Ice Cream 611 Ave, Niagara 
Falls, N Y 


HELP WANTED 


HELP WANTED: Saleeman—With follow 
ing among ice cream manufacturers, to represent 
nationally known firm selling Ke cream 
manufacturers. Strong promotional lime beached 
by advertuing Box 316, Ice 


19 W St, N.Y. 14 Y 
HELP WANTED: #¢1-Natonally edvercmed 
concern desires man to sell thew processed 


fruits and extracts to the sce cream sndustry 
Drawing account Several chone territeres open 
Bow 151, Ice Fumo, 19 W 44th S 
N Y. 18, 


BOOTH 503 


HOOTON CHOCOLATE 
FLAVA 


FOR ICE CREAM BARS AND NOVELTIES 
also chocolate flavors for ice cream 


HOOTON CHOCOLATE COMPANY 


NEWARK 7, NEW JERSEY 
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¢ FOR QUALITY AND PROFITS — 
EASY TO USE—ECONOMICAL 


HELP WANTED 


HELP WANTED): Side'ime Saleeman-—Teo 
voll emulahers to mux manufacturers. Get 
m on the ground Geer of « recent discov. 
ery by ome of the larger chain manufac. 
turers, Bow 419. loe Cream Pield, 19 W. 
44th N.Y. 


WANTED TO BUY 


WANTED TO BUY: Medum 
plant Michigan, o Indiana 
cream of combination me cream 
Bex 526. kee Canam Fro, 1° W 

N Y AN. Y 


4h 


WANTED: Item of wo cell ke 


manufacturers oc dewy plane Will manulax 


ture, finance, and wil Full S cowerege 
N Y WN. Y 


POSITIONS WANTED 


POSITION WANTED: | wek goad add) 
tonal bnes, supple of equipment to sell te we 
cream trade Communen base covermg Penn 
vyivanss, New jersey, and New York Bos 379, 
lon Fane. 19 Se, 14, 
N.Y 


POSITION WANTED: As Prodecnen 
Manager, cxpersenced pasteuriver and CP Free: 
man permanent position with pro 
gressive «xe cream plant in New York City. Bex 
$24, leew 19 W 44th Se NY 
“aN Y 


THE CREAMERY PACKAGE MFG COMPANY 


Genera! Offices (245 Bewteword Chicege 


plies fer sale or wanted te bey. 
word liscleding eddren) fer each 
— help and pee tome werted Je 
cher ge §/.00. 
REPLIES te adverthements in thi 
pe mus? to 
nome, initieh or eddress shown in the 
edverthement or te Bee eumbers o/s 
tee Cream 19 44th St. New 
| Yor 8. se 
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Ace Cabinet Corp. 

Ambrosia Chocolate Co. 
American Preddo Corp. 
American Food Labs. 

Amerio Refrigerating & Equip. Co. 
Anderson Bros. Mig. Co. 
Anderson & Wagner, Inc. 
Assorted Nutmeats Co. 

Atlas Tool K Mig. Co. 

Balch Flavor Co. 

Barry & Baily 
Rastian-Blessing Co. 
Blanke-Baer Extract & Pres. Co. 
Bloomer Brothers Co. 
Blumenthal Brothers 

Brown's Frosted Foods Co. 
Cherry Burrell Corp. 

Clinton Foods, Inc. 

Corn Products Sales Co. 
Creamery Package Mig. Co. 
Dairy Industries Supply Ass'n. 
Empire Discuits Division 
Ex-Cell-O Corp. 

Foote & Jenks, Inc. 

Franklin Body & Equip. Co. 


Index to Advertisers 
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Self-Contained — Dry Ice — Ammonia 
Let Us Quote 


MERIO Reraicerarine Eourrment Co. twc. 


620 BO Party Peart City, Mee weg 


Jha Bolter Bugera” 


Furness S. 5S. 
Germantown Mfg. Co. 
Girton Mig. Co. 

Grand Rapids Cabinet Co. 
Gumpert, 5. & Co. 
Gundlach, G. P. & Co. 
Helmeco-Lacy, Inc. 
Hooton Chocolate Co. 
Horner Sales Co. 
Hubinger Corp. 

Hudson Mfg. Co. 

Ice Cream Novelties, Inc. 
Kelco Co. 

King Co. 

Kraft Foods Co. 

Lamont, Corliss Co. 
Lily-Tulip Cup Corp. 
Limpert Bros., Inc. 
Lowe, Joe Corp. 

Liquid Carbonic Corp. 
Mahoney, S. H. & Co. 
Malt-A-Plenty, Inc. 
Marathon Corp. 
Mathieson Chemical Corp. 
McGraw Chemical Co. 
McHale Mfg. Co. © 
Michael, David & Co. 
Moench & Co., R. G. 
Mojonnier Bros. Co. 
Morris Paper Mills 
Mulholland Co., John H. 
Mulholland-Harper Co. 
Nash-Kelvinator Corp. 
National Pectin Products Co. 
Nelson Mfg. Co., C. 
Peterson Co., Chas. A. 
Reco Products Division 
Refined Syrups & Sugars, Inc. 
Savage Arms Corp. 
Schaefer, Inc. 
Scoop-Rite Mig. Co. 
Sealright Co. 

Standard Fruit Products Co. 
Staley Mfg. Co., A. E. 
Sterwin Chemicals 
Sweden Freezer Mfg. Co. 
Swift & Co. 

U-Cop-Co. Division 
Vanilla Laboratories, Inc. 
Van Leer Chocolate Co. 
Vendo Corp. 

Virginia Dare Extract Co., Inc. 
Young Co., B. 

Zeroll Co. 
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rie: 


"Garden 


Variety 


Superior Quality in Ice Cream Flavorings Is the His Gumpert Gives the Ice Cream Manufacture 


Four ways finer is the Gumpert Plus; Finest top-of-the-crop 
ingredients. Preparation methods that save you time and ef.- 
fort. Cost control for assured profits. Complete standardiza- 
tion for uniform results. 

Enjoy the Gumpert Plus in pleasing the public. Improve 
your products and your profits. Welcome the Gumpert Man 
when he calls. 


270 Products to Aid the Ice Cream Manufacturer 


Concentroted Chocolate Flavor Pore Bi ended and French) 
Concentrated Butterscotch Flavor Weoter ice end Sherbet Bosses 
Pie and Tert Fillings 
Prost and Mut Comb retions Extracts ond Colors 
Veregoted Plevors Complete Line of 
Seda Products 
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